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St. George made things happen in Macedonia . . . and 

WPEN 




WPEN isthe only radio station in Philadelphia 
broadcasting up-to-the-minute traffic re- 
ports directly from our own helicopter. These 
authoritative, on-the-spot reports of traffic 
conditions are broadcast by Philadelphia 
Police Department traffic experts. In Public 
Interest— and i n Sales— WPEN Makes Things 
Happen In Philadelphia. 

WPEN 

Represented nationally by 
GILL — PERN A 
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Now Your 
ANNOUNCEMENTS 

Can Get 
HIGHER VIEWING! 



Irhanks to the fact that WHO-TV has invested over 
|>250,000 in top film packages* — and programs them 
In excellent time periods — you can buy oiie-iuiuule 
yarlicipnlions, with FABULOUS rulings, at excep- 
tionally low cost! 

I WHO-TV particularly recommends these three ter- 
lific shows — all with vastly higher ratings than their 
lompetition, according to ARB for January 12 — 
February 8, 1959: 

I FAMILY THEATRE (12.00 NOON to 2 PM, MON. thru FRI.) 
I Average ARB rating, Man.-Fri. — 1 V/eek 4 Weeks 

WHO-TV 16.2 15.3 

I ARB Cumulative Rating— 42.0% 

EARLY SHOW (4:30 PM ta 6:05 PM, MON. thru FRI.) 
Average ARB rating, Mon.-Fri. — 

I WHO-TV 23.1 20.4 

I ARB Cumulative Rating— 47.9% 

LATE SHOW (10:30 PM ta sign-off, MON. thru FRI.) 
I Average ARB rating, Man.-Fri. — 

WHO-TV 10.6 10.6 

I ARB Cumulative Rating— 31.7% 

PGW has all the dope, including the list of top- 
r < ight advertisers who are now using these spectacular 
J Ifferings. Make a note to ask your Colonel! 

MGM— Warner Bros.—STA "champagne"— ABC ''Galaxy 
s " STA "Rockel W—KTA "Big 50"— ■Flamingo 92 
ems — Popeye—Biigs Bunny — Belly Boop — etc. 
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...and he had a microphone." Ray Newby (right) in 1959 recalls how he, at the age of 16 
and Charles D. Herrold founded a radio station in San Jose, California fifty years ago. Credit 
to Herrold as the originator of broadcasting is many years overdue. While other experiment- 
ers were using their wireless equipment for point-to-point communication, Herrold thought of 
radio as an entertainment medium for a mass audience. Mr. Newby recounts, "Folks with 
crystal sets in San Jose and for miles around at first were amazed to hear voices instead 
of code. We'd go on Wednesday evenings and broadcast voice and music for a half hour. And 
sometimes we could run longer if the microphone and everything didn't get too hot." 



That 15-watt station which Herrold started back in 1909 has continued, through KQW, to the 
present 50,000 watt KCBS in San Francisco. And, Herrold's dream to "broadcast" to a mass 



1 1 bought a one i nch coil 




audience has become a striking reality. Today, KCBS is 
|heard by eight out of ten Northern California families 
:ach week. 

1909 The first radio broadcasting station in the world. 
1959 The Bay Area's first station in the world of entertain- 
ment. 

(Historical data from "Broadcasting's Golden Anniversary" by 
|Gordon Greb, Assistant Professor, San Jose State College and 

published in the Journal of Broadcasting University of South- 
ern California, Winter Edition, 195S-59. Reprints on request.) 




50 YEARS OF BROADCAST 



IN SOUTH GEORGIA 
AND 

NORTHWEST FLORIDA . . 



A NEW 
MARKET 

since Mar. \9th\ 

WALB-TV's new 
1,000 FOOT* 
TOWER 

lis , almost doubled 

the effective WALB-TV 

market in thi; area 1 



GRADE B POPULATION 
NOW IS: 

700,000 

GRADE B TV HOMES 
NOW ARE: 

126,200 



ALBANY, CA. CHANNEL 10 



WALB-TV 



NEWSEVIAKER 
of the week 



// J. Walter Thompson Agency had a jutted calf, then lust 
Friday was the day for real chops. After 10 years, the 
prodigal returned. Standard /{rands* Chase & Sanborn 
coffee, a pioneer sponsor of big variety shows in both tv 
and radio, came back to JWT after a decade with Campion, 

The newsmaker: In his 30 war.* with JWT. Norman H. 
Strouse proved Ins talents in inanx areas research, planning, art. 
copy and finance. Last week lie demonstrated a new one retrieving 
a strayed account. 

The Chase & Sanhorn coffee account strayed away in 1919. six 
year* before Strouse became JWTs president. \<m it returns, a 
fatter, sleeker account billing between S<>.5 and Si! million, and in- 
cludes not only the original Chase & Sanborn regular coffee but a 
full-grown offspring— instant cof- 
fee. When the account first left 
JWT for Comptol). the instant cof- 
fee was an infant business practi- 
cal 1) in the development Mage with 
almost all sales to the \vmed 
Forces for ration kits, By today, 
instant hrews have all but revolu- 
tionized the coffee business, and 
television was the force hel.iml 
that revolution. 

Indeed admen look upon the 
shift back to JWT as .-till more 
evidence of t\ s impact. I nder 

Stronse. the $.",()() million agency of JWT has had remarkable suc- 
cess in M-oriug with network t\ shows, \dmen expect that the pres- 
entations which brought the account back to the fold certain!) in- 
clude a bold thrust into nighttime network t\. 

That ( Ikw & Sanborn coffee lias been out of nighttime network 
for years seems incredible. For here was an account that pioneered 
both radio and t\ network in its fir,t alliance with JWT. It intra; 
dueed to net radio the big variety show concept, was the first hi< 
network variety show sponsor on'h back in 1916. In net radio": 
Iwn-dav. liinh" Vallee. l-ddie Cantor. Bob Hums, lUihinoff and hi: 
violin. Kdgar lievgen and Charlie McCarthy were synonymous with 
Chase \ Sanborn or Standard Brands: the company was the first I 
lie product identity to big -tar names I not to characters sueh as 
Pepsodcnt's Amos and Im/y >. In the same era. one of the first big 
marketing moves In foods was introduced In JWT with the Chase 
\ Sanborn "dated" coffee. 

It was a happy first union between JWT and the coffee account', 
air media watches for big things from the Stron>e reconciliation. # 
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Uoodyeor service Mores 
Gordon Pototo Chips 
Greot ASP Ten 
Greater St. Louis Automot 
Griffin Shoe Polish 
Grove loborotories 
Robert Holl, Inc. 
Homilton Dryers 
Hnrdy Salt Company 
Henri's Food Products 
Herbert Inreyton Cio"- 
Hess & 0' |U 



MGM Pictures 
Milnot 

Minipoo Shompot. 



Mi; 



Mogen Dovid Win- 
John Morrell Meol' 
Morton Mfg. (Chnpstk 
Motion Picture Theotrr 
Owners of America 
Mounds — Condy Bar 
The Mulligan Compon' 
^um Deodoront 

thur Mur 



We Have 

the 
National 
Accounts Too!" 
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I.V. Guide 




Ting 
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Tippy Toy. tnc 




Ted's Motori 




Union Electrjr (mtifton 




United Fiuit Company 
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^!pps Supfr Morkffi 




Rnskns Doiry 






R-F Spaghetti 




Rayco Auto l eot ivvfis 




Roy Rismtin Doaqr 




Reade; \ Digest 




R. B. Rue Sousog-; 




R.C A. Victor 




R. C. Colo 




R. J. Reynolds 





EVSMAKER STATION OF THE WEEK 



NIL 



BUY Radio when you buy media 
BUY Balaban when you buy radio 
BUY WIL when you buy St. Louis 
and you BUY (he people who BUY 



K f°* THE BALABAN STATIONS 

WRIT JOhn F - B °» M.naglng D.rector 



Thomas Mitchell— And He's Great As 

GLENCANNON 

Almost one billion reader Impressions 
via GLENCANNON stories In The 
Saturday Evening Post punctuate the 
powerful plus of pre-acceptance 
you get with this high-spirited, high 
seas half -hour comedy series. You're 
in great company, too, because 
advertisers such as OLYMPIA BEER 
in 47 West Coast markets, as 
well as BLUE PLATE FOODS, HOLSUM 
BAKERIES and FISHER FOODS 
SUPERMARKETS are already cashing 
In on the fact that situation comedy 
such as GLENCANNON sets up a 
uniquely ideal commercial climate. 
It's a conclusive fact which Schwerln 
Research stated in no uncertain 
terms in a recent issue of Television 
Magazine. And here's another fact: 
Academy Award winner, "Tony" 
Award winner, "Emmy" Award winner, 
THOMAS MITCHELL is on deck to 
sell for you personally ,. That's right— 
THOMAS MITCHELL is all set to 
charm sales resistance out of existence 
for you.Want to catch him In the act? 
Just say the good word: GLENCANNON. 
For full details, phone, wire, write 

NTA Program Sales 

A Division of National Tolotllm Associates, f nc* 

Coliseum Towor, 10 Columbus C/rcfs, Now York 19, MU 2-7300 



by John E, McMillin 



Scoop! KBIG now broadcasts 
local news-in-the-rriaking as 
it happens . . . direct from the 
Los Angeles Herald-Express, 
the Wsst's largest evening 
newspaper. Twice each hour 
top reporters join award- 
winning KBIG newscasters to 
broadcast the top stories 
that make the day's headlines. 
AP, UPI, City News Service, 
Dow- Jones and "Sigalert" 
ma*ke KBIG news complete. 
But the best news is that KBIG 
reaches 91% adult listeners 
in 234 Southern California 
markets ... for 71% less than 
other stations with 
comparable coverage. 



RED HOT 

NEWS TEAM 




r>. r )10 Sunset Blvd. 
Los Angles 28, Calif. 
Hollywood 3 3205 



Commercial 
commentary 

How those print boys do talk 



Whenever I get 
the state 
Id cheer 




i publication ad- 



aud discouraged about 
nd radio commercials, all 1 need 
is to look at the promotional 
edorts of the print media boys. 

For instance, this issue of spo.nsor carries 
( facia g page 7)2) an extraordinary eight-page, 
four-color ad for the Saturday Evening. Post. 

1 think it's fine that the AW feds that the 
best way to promote magazines is t r » take spa^e in 
dressed to radio and t\ sponsors. \nd I know that many editors 
believe the fir>t rule of publishing is "netcr s].eak ill of the dead— or 
your own advertisers." 

Hut at the risk of seeming ill-mannered and inhospitable to Hen 
Franklin'* august weekly. I'd like to point out a few sillinesses in the 
Saturday Evening Post's "apples and oranges ad. 

Says the Post, "Now you can compare magazine ad page* with tv 
commercials. The new . . . study of Ad Page Exposure — conducted 
by Vlfred Polite— actually measures lhe number of exposures to 
\our ad page, gives you the first valid cost comparison of magazine 

A staggering achievemeul. if true. Comparable in fact to climb- 
ing E\ crest, splitting the atom, or inventing the wheel. But let's see 
how the Post, in its boyish pride, violate* e\en the first principles of 
high school logic, in order to make such a claim. 

Wink-type rcsciirrli and the number*, racket 

The Polite Study apparently showed lhat "29 million times each 

page-turnings the Post calls an ••advertising exposure." Well maybe. 
To me there's something essentially goofy about research that sets 

her of angels on the head of a pin but the shoe sizes of each multi- 
plied by the average heartbeat per angel. Hut let's leave that lie. 

What is really absurd is the n-e the Post makes of this esoteric 
statistic, 'lhe Post maintains that each of these page-turnings can be 
compared on a cost basis with a one-minute net tv commercial. 

This is just giddy, confuted and somewhat adolescent thinking. 

T\"s "eosls per- 1. (tOO per commercial minute" are figured on the 
basis of people i audience I. 'Tape-openings" are figured on the 
reactions of people. If yon want a fair comparison, you might try 
l,i find out the number of times the ax c age xiewer looks aw ay and 
back to his set during a commercial. 

When you ha\e this figure, multiply it by the total number of 
\iewers and you might I may be I have a total of tv "ad exposure*." 

Or look at it another way. TV- CPMPMs are figured on the basis 
of time (one minute's duration. I To compare page-openings with 

sroxson • 11 vpuii. 1939 | 



^ Commercial commentary continued 




"Sunny" 
Knows 



"Sunny '"knows. WS UN de- 
livers more radio homes, at 
the lowest cost per home of 
any station in the heart of 
Florida.* 

WSUK i* programed for 
service . . . and for sales, 
and has liecn making friends 
in Florida for 31 years. 




VENARD. RINTOUL b McCONNElL 



IAMES S AYRES 



one-minute commercials you nnist divide that 29-million total by 
"average page-openings per minute." Otherwise. you'll find yourself 
saying that a wink length exposure I maybe 1/5 of a second ) is com- 
parable to a 60-seoond spot. 

These are only a couple of the ways in which the I'ost is befuddling 
[he issue with dubious conclusions from research. And. of course, 
in doing so. it exhibit.- the typical "numbers hunger'' most print 
media feel today. Faced with the overwhelming tv /radio set owner- 
ship and audience figures the I'ost is onh human when it tries to 
multiply its own statistics. 

Preaching is more fun than thinking 

I have no such warm folksy feeling, however, about the more direct 
print attacks on the air media such as Compton's "Doing beats View- 
ing" campaign for a group of national niagaxim s. 

Recently a friend of mine sent me a Xrioueek double-page spread 
from this campaign and 1 was fascinated to trace tlu anti-lv argument. 

It goes like this: 1 I t\ viewing is fun: 2 1 but doing is more fun 
than wowing. 3 1 For people w ith "adult interests" reading is the 
most rew arding form of doing. I I \ ewsu -eek readers as "well in- 
formed exercisers of their own judgments" second this statement, 
.il Xi'wstveel- has some dandy "puzzle-clarifying, erisis-analy zing" 
articles. 6 1 That's win advertising messages in Seu sweek gain 
greater power and attention value. 7) And therefore, "every week 
trade a few hours of viewing for extra hours of reading. You'll like 
yourself belter." 

Now 1 submit that this is pretty torturou* reasoning. It starts 
out in left field, detours via the goal posts, skates in over the bine line 
and arches a high mashie pitch to the basket at home plate. 

[Sy the time you're through, you're not sine what jou're trying to 
prove: yon don't even know what game you're playing. Beyond that, 
though, the "doing is more fun than viewing" bit strikes me as a 
peculiarly pious form of hypocrisy. 

It reminds me of those dreadfully dishonest, self-serving arguments 
which parents use on teen-age kids "I know you love baseball but 
you'll feel better inside if yon mow the lawn" or -Mary is a nice girl 
but you'll have more fun if you take your sister to the party." 

Says who? \s long as the print boys find it more fun to preach 
-licky sermons to the public, than to try to improve [heir product. 1 
don't think that tv has much to worry about. 

In my opinion it would be a great thing for advertising if the 
•'War between the Media" exploded in a nasty, hair-pulling, eye- 
gouging Donnybiook. 

I'm not one of those mild-eyed, melancholy peacemakers, dedi- 
cated to the cause of business togetherness, who thinks that news- 
papers and magazines and tv and radio should love each other and 
live together, in one great happy, antiseptic family. Hut if we're 
going to have a fight. let's make it a good one. Tin- print boys aren't 
even half trying. \nd besides, they'ie losing their sense of humor. 

I'm realh worried about that Coinpton ropy writer who wrote the 
"Doing vs. viewing" ad. lie's so solemn ami "circumspect. Can vol. 
imagine silling down and writing, in all seriousness, this deathless 
line: "For people with 'adult interests" reading is the most rewarding 
form of doing"? 

Not if von'ic under .".0. son. Not if you're under 50. 
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Czech This If You Dig Kolaches 

(A True Story About Iowa Radio With a Sol{ol Finish) 



Once upon ;i recent smiling noon hour Smiling 
Dean Landfcar, M.C of our Voice of I own smiling 
audience participation show, gave 5.000-watt voice 
to a lady. She told the folks to hurry on down to 
an upcoming Bake Sale and grab kolaches. 
(This could have heen messy but the distal! bakers 
had the foresight to protect said kolaches with smil 
ing wax paper.) 



When the prune and apricot and chem pits had 
cleared away 3.240 kolaches were missing. 
(This was good because people paid good money 
for them, which is more than we can say for the 
commercial.) 

Proceeds went to the local Sokol (a Czech gym- 
nastic association whose purpose is boch and char- 
acter building. We don't know about character, 
but those kolaches sure build body). 





ttt; 
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NO TWO 
RATINGS ARE 
EXACTLY ALIKE 

ABC Television, for example, doesn't always 
have five shows in Nielsen's top ten. '' : Some- 
times it's four - or three. 

And it's not always the same shows. Mave- 
rick and Rifleman are consistently there. 
Wyatt Earp, The Real McCoys, Cheyenne, 
Sugarfoot are familiar names in the top ten 
listings . . . but they don't all make it all the 
time.*'* 

(When they don't, though, they're not far 
behind.) 

We don't always dominate the same num- 
ber of time periods, either. One report will 
show us leading the field (No. 1 in 18 half 
hours) . Another will show us in second place 
(tops in 13 half hours).! 

Not every Nielsen will prove ABC to be 
No. 1 network four out of seven nights a 
week. Every once in a while, we're tops in 
only three.*** 

But Nielsen after Nielsen, one thing is 
consistent. 

ABC is consistently going right to the top. 

Go right to the TOP... go ABC-TV 

ABC TELEVISION 

Source: National Nielsen Reports. Nov. '58 — Feb. '59. *lst Feb. Report, Average Audience liasis. 
"Total Audience and or Average Audience Basis. ***Sun.-Sat. 7:30-10:30 I'M all sponsored evening 
programs. tNielsen 24-Market TV Reports, weeks ending Mar. 14 & 21, H>59, Sun.-Sat 7:30- 10:30 I'M 



objective: more selling power from 
your advertising dollars 




CHICAGO 
OFFICE 



SAN FRANCISCO 
OFFICE 



LOS ANGELES 
\. OFFICE 




JACKSONVILLE 



The tremendous selling-power of Television is widely 
recognized— the unmatched power of sight plus sound 
plus motion. 

And the most efficient form of this tremendous 
power is Spot Television, because it permits you to 
concentrate your advertising precisely when and 
uliere you choose. 

Major question for management today is: how 
can our products take full advantage of this power? 

Helping advertisers and agencies find the right 
answers to that question is the business of Blair -TV. 
For in America's top markets, Blair-TV represents 
he Nations that consistently lead in selling-power 
per dollar. 



Sound advertising decisions require up-to-the- 
minute data on each of these stations — data you 
can get at a phone-ring's notice through any of 
Blair-TV's ten offices. 

As television's first exclusive national representa- 
tive, Blair-TV was founded on the basic principle 
that alert informed representation is a service vital 
not alone to stations but also to all Advertising, and 
to the businesses dependent on it for profit-produc- 
ing volume. 

In meeting this year's quotas, keep the power and 
flexibility of Spot Television in mind. And keep 
Blair-TV in mind for stations that do the top selling 
job in many of your best markets. 



A NATIONWIDE ORGANIZATION 



BLAIR-TV 



AT THE SERVICE OF ADVERTISING 



NEW YORK— TEmpleton 8-5800 • CHICAGO -Superior 7-2300 • BOSTON -KEnmorc 6-1472 • DETROIT— WOodward 1-6030 • ST. LOUIS-CHestnut 1-5686 
DALLAS- Riverside 1-4228 • JACKSONVILLE— ELgin 6-5770 • LOS ANGELES— OUnkirk 1-3811 • SAN FRANClSCO-YUkon 2-7068 • SEATTLE-MAin 3-6270 
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Unsi significant tv and radii) 

news of the week with interpretation 

in depth for husy readers 



1* SPONSOR-SCOPE 



i a banner 1959-60 season, 
spot tv ^ratlio will find the introduction of the 
rd miliars. In turn, that means foreign 



II APRIL 1959 Don-oil should hand the air mc 

0wyTl,hI leM Indications are that both network i 

sponsor .small cars by the hip three ;i trigger for 

liblications inc. competitors will have to increase their budgets. 

Spot Mauds an especially strong chance of snagging a respectable share of Detroit out- 
lays because of this strategy which seems to be pervading the big three: Tie the network 
load to a string of specials and use substantial spot schedules in between. 

Meanwhile summer radio campaigns can he expected from Dodge car and truck. 
Chevrolet. CM Service, and Chrysler. 

Information gathered by SPONSOR-SCOPF from various knowledgeable sources, shows 
that network expenditures by the big three for 19/19-60 are shaping up like this: 



DIVISION 


TIMF-TU.FVT (F.ST.) EMPHASIS 


Ford 


$10,000,000 


F.ypensive weekly hour. 


Edscl. Mercury 


7.000.000 


Participation in above, f 


Ford Family of Fin 


: Cars 1.500.000 


Specials 


Chevrolet 


l 6.000.000 


Weekly series 


Pontiac 


6.500.000 




UMS-Delco 


3.500.000 


Specials 


Buick 


5.000.000 


Specials 


Oldsmobile 


6.000.000 




Plymouth 


7.000.000 


Weekly scries, specials 


Dodge 


6.000.000 


Weekly series 


CM Institutional 


1 .500.000 


Snper-duper special 


TOTAL 


S78.000.000 





The kid's section of the Kellogg tv phi 
Burnett already has been getting pitches fi 



* up for grabs again, 
all sides — reps and networks, 
put the 1959-60 plans in the mill as yet." 



The proverbial papcrhanger had a einch compared to what the timebuving crew at 
Lambert & Feasley has just had to go through in connection with Kizzies. 

This 19-week campaign in about 160 tv markets had to get started bv 21 April, and 
the decisions had to be made from among 500 different sets of availabilities. 



Don't he surprised if the package-goods giant. General Mills, winds up among 
the major spenders on tv network specials the coming season. 

The nub of BBDO's recommendation: The Betty Crocker image as the outstanding 
sen-ice figure in the food field lias become fuzzy after being used constantly to sell the com- 
pany's cake mixes; so the way to return the image to its pristine glamour is to spot- 
light it in specials. 

As you'll recall, in the old days Betty Crocker's pitch was confined to recipes and the 
ways of skilled baking (with an occasional good word re Gold Medal I . 

P.S.: The other General Mills agencv, D F-S, didn't chime in with 15BDO. 
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SPONSOR-SCOPE continued 



National spot tv not only is headed for a record spring but shows signs of get- 
ting somewhat longer commitments. 



The buyers' accent still continues to he on one-minutes, hut the reps say that their 
hoards show a gradually decreasing number of open nighttime 20's and I.D.s. 

In hoth New York anrl Chicago, however, the trend of summer huying appears to he fot 
late night minutes — on the theory that tv picks up its summer audience late in the 
evening. 

Here's a cross-section of how the spot tv huying has been going, hy cities: 

MINNEAPOLIS: 20-week schedule for Whcaties (Knox Reeves). 

CHICAGO: Toni into 40 markets for 21 weeks; Rust-Oleum Corp. (O'Grady-A-G) 
inlo 70 markets, either news-weather or syndicated adventure shows. Alberto-Culver (Wade) 
in 25 markets for 10 to 20 one-minutes weekly for 52 weeks. Revere Camera (KM&J) is 
testing night-minutes in several markets. Kellogg (Burnett) is introducing Coco Flavored 
Crispies in 25 markets this week. 

KANSAS CITY: D-X Sunray Oil (Potts-Woodhury) huying N. Y. Confidential in over 
100 markets for 52 weeks. 

NASHVILLE: National Life & Accident (Nohle-Drury) minutes in top markets. 

CLEVELAND: Diamond Crystal Salt (Duffy, M&W) into 12 markets. Glidden Co. 
(Marcus) testing Southern markets for Instant Grip Glue. Patterson-Sargeant (D'Arcy) 
four-week schedule for spring painting pitch. 

Chicago reps continue to make a bid to get 7-Up hack on the spot tv wagon, 
now that the account has departed from ABC TV's Zorro. 

Reports JWT: 7-Up will again have a network show and also use spot radio. 

Looks like Cannon Mills (Ayer) will be back this spring on a white-sales kick. 
The last two-week spot tv campaign Cannon underwrote was in May. with a schedult 
of 30 announcements in about 40 markets. 

A note out of Chicago this week indicates that there's a mounting preference foi 
weekend time among national spot radio accounts — probably due to Monitor's success 
Among the current week's national spot radio huys: 

VASELINE HAIR TONIC: 20-week schedules in well over 100 markets via McCann 
Eriekson. 

ELGIN WATCH: Taking a four-week flight, starting 27 April, to supplement its nel 
work tv huys through J. Walter Thompson, Chicago. 

SCHLITZ: 95 markets (including New York for the first time) for 30-40 weeks, on 
of JWT, Chicago. 

Spot is due to get some benefits from the coffee price war that's broken out in th 
Detroit area. 

Bon Jour, out of Cleveland, instigated it with its huge saturation blitz due t 

go to June, at least. 

Practically all the national and regional brands have countered with price cuti 

Something that may not have occurred to jtation people: There are times when a 
agency actually welcomes the pressure from n station on a local distributor. 

Usually that happens when the time!) living department has to make selcctioi 
from hundreds of availabilities in a raft of markets in a hurry. 

Insistence by a distributor that a certain station in the market he given the schedu 
then become a ray of sunshine for the huyer. He's relieved of the decision, and if tl 
choice turns out had he has an alibi. 
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SPONSOR-SCOPE continue 



Ted Bute* was the, No. 1 buyer <if tv network lime in 1938. 
NBC TV research, sifting through the network groMH time hillings compiled l.y 1MB. 



found these to ]>c tlir 10 top network agencies for last year: 

RANK AGENCY T *>.">fl (.HOSS TIMI" ItII.UN«.S 

1. Ted Bates ?52.:; il .000 

2. J. Walter Thompson W.!if. 1,000 

3. Young & Hubieam -19, 139.000 

4. Hentnn & Bowles .'!f..!!J{0.()00 

5. HBDO 35,05.\O0O 

6. Danecr-Fitzgerald-Samplr 32.256.000 

7. MrCanu-Eriekson 27.fiO5.0nO 

8. l.ro Burnett 21,873.000 

9. William Estv 17.007.000 
10. Compton 15.117.000 



Note: These figures, of course, can reflect a distorted picture of an agenev's relative 
standing, since the ratio of program expenditures is nincli higher for some agencies 
than others. 

Sure sign that the goldrush is on for network tv's 1950.f»0 season: The numher of 
peeves and recriminations voiced by agencies and advertisers already i« mounting. 
Latest hatch: 

• Burnett is burned up at ABC TV for ousting Tronhleshooters (Marlboro) on 
Monday night to accommodate Lorillard. ABC's version: Tt couldn't accept Burnett's con- 
ditions. 

• P&G is not hanpy about CBS TV's failure to come mi with some new periods, 
instead of letting PXG sit pat with what it alreadv had on the network. 

• Firestone is fidgety over ABC TVs suggestion that it surrender the Mondav 0-9:30 
ji.m. neriod and alternate with Lawrence Welk 1 0 to 11 Thursday nishts. 

• Some agencies think CBS TV stalling too much, mine to firm nr> not onlv the 
nizhttimc schedule hut the pairing of alternate, sponsors. 

1# 

The urge to duck stiff opposition in the fall alreadv is reflected in actions in- 
volving Loretta Young and Donna Reed. 

P&G didn't like the idea of eontendins with Tack Bennv at 10 p.m. Sunday fCBS 
TV) and let Miss Young go. CNBC TV now is offering her in the <=ame <=pot at f5.50.000 net 
for originals and SI 7.000 net for repeats.) 

Campbell Soup is swingins Donna Reed ov er to 8 p.m. Thursday on \BC TV. 
to escape the Perry Como show on NBC TV. 

Note: There's a school of opinion that this rush to avoid competition is futile 
hecause of the even three-way split of the audience now prevailing. Instead of soing into a 
panic over numhers. this school argues, the asencv ought to determine the objective of 
the client and act on the basis of his best interests in selling the product. 

Among the week's firm-up* of new ABC TV network shows is a Warner Bro». 
Caribbean detective series in the Wednesday 9 to 10 span, sponsored hv the combination 
of Whitehall. American Chicle, and Carter Products via Bates. \ n alternate minute is 
'till open. 

Involved is a special arrangement for the three accounts (because of the part thev 
played last season in getting 77 Sunset Strip under wav). 

A likely renewal within the week is Kodak and Quaker Oats for Ozzie S Harriet. 

Another ABC firm-up for affiliates to note: Bourbon Street Beat for Liggett & 
Myers. Monday 8:30-9:30 p.m. Ralston-Purina meantime is considering Slezak £ Son 
and a true adventure series m.r.'d by John Gunther. 

Incidentally, as of early this week ABC TV's nighttime was 60^ sold out for 
1959-60. 
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SPONSOR-SCOPE continued 



General Foods probably >\ ill make its treasury of evening Maxwell House t^ 
spots available again this summer to some other advertiser. 

The schedule runs in about 80 markets. (Last year's Maxwell House spot tenant was 
[Jristol-Myers for Ban via BBDO.) 

Greyhound (Grey) will ride NBC Radio for 13 weeks, starting 20 June, with a 
campaign that entails not only lots of local tie-in announcements but special editor- 
ial support. 

The strategy also includes using two of the personalities in the programing pack- 
age. Fibber McGee & Molh and Boh and Ray, for offbeat types ,d commercials. Editorial ma- 
terial will deal with the benefits of travel, places to go. etc. 

The network this week also got a reorder from Mogen David Wine (Weiss). 



Here's an approximation of what it will eosl for a hookup in prime time thi 
fall fgross time billings per single broadcast) : 

MINIMUM LINEUP MAXIMUM LINEUP 

NETWORK PER HR. PER HR. 

4BC TV $78,000 S 90.000 

CBS TV 97.000 126,000 

NBC TV 95.000 128,000 

VY.W 1/ o HR. PER Y» HR. 

ABC TV 47,000 54,000 

CBS TV 58.000 75,000 

NBC TV 57,000 77,000 



Looks like NBC TV will wind up with the 1959-60 Ford bonanza— Tv's Finest 
Hour— in the Tuesday 9:30-10:30 p.m. niche (time and talent will be $330,000 per week). 

CBS TVs firm ups this week include the June Allyson show for duPont (Monday, 
10:30) and a half hour of Garrv Moore for Noxzeuia. 



To show how fast yon can move with radio: NBC Radio has on hand order9 from 
two auto manufacturers — eaeh conditional on victory in the Mobil Run. 
The schedule is to start as soon as news of the winner is flashed. 



Supermarkets slowly arc getting around to the realization that more and more 
of their private labels are fighting a losing battle with advertisers' brands. 

The lower-priced private brand constantly is kept off balance by the fact that two or three 
competitive brands are offered via off-label deals — \Q<? less, or an additional pack- 
age for a cent extra, or some other gimmick. 

In other words, the private label's po«ted price advantage is of little moment 
when it has to contend with the rising tide of bargains around it. 



Trendex gave the Motion Picture Academy Awards telecast on NBC TV this week 
lln highest rating (38.8) and audience share (80.1) ever recorded b> that service. 

For other news coverage in this issue, see \ewsmaker of the Week, page 6: 
Spot Bins, page .12: News and Idea Wrap-Tp. page 71: Washington Week, page 77: sponsor 
Hears, page "0: Tv and Kadio Newsmakers, page 91: and Film-Scope, page 78. 
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CampbellMithuTuInc. e/JdvvrU^y 



Mumta/oK 2, FE 9-7J83 



March 23, 1959 



Mr. Phil Hoffman 
General Manager 
Station WTCN-TV 
Minneapolis. Minnesota 



a job extremely well done on last *eeK icularly 
nflales service and production^ 

of sales sei nawless programming 

of its type I have seen m 

The tournament ^"f^^oo^erSals for 

professional manner, 
flight sports presentation. 



Radio-TV Production 
Department 



Richard L. Stevens 



Viewers ogree, too. ARB Coincidental: 31.9 .. MmmMm 

Rating - 43.7% Share of Audience WTEN~ TV ABC'TV 

Represented Nationally by KATZ Agency Minneapolis St. Paul 
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\\\ W/yr- 



// / ' x \ s v 

for TOTAL 
COVERAGE" 

of the fabulous 
Charlotte Market 
the latest 

N.S.I. 

(NOVEMCER-DCCEMBER '58) 

again 

PROVES 

CUED 

THE 

best buy 

by far! 



For n revealing comparison of 
WIST' total audience with 
that of any other Charlotte 
tat ion. < hi ck Hi \i vembc r 
Uecember N.S.I., or call vour 
nearest P-G-W Colonel. 



. according to Nielsen 

. . . WIST is also clearly the MOST 
POPULAR STATION in the Char- 
lottc Metropolitan Area. 

I >j " picks. ( n i v vi :n . Wt > oiwabd. i.vc 



GDHJ 

best radio buy 

in Charlotte 



Tcmebuyers 
at work 



Bernard Rasmussen, Fuller i> Smith Ko.-> ; Inc.. \evs York, feel; 
thai Tvl! should carefully .stud) the rale slrueliire of tv stations to 
estahlish some standard measures hy w Iiic h to determine price. "'The 
ir rates and rate increases varies 
iarket that it is impossible for ad- 





which 


stations decide the 


so trenie 


idmish 


from market to n 


\ertisers 




late tlieir budgets 


with anv 


kind , 




hand."" I 


lernie . 


a\s. "Some corn- 


50 r ; in 


ates ii 


differ a. much as 
certain time da- 


sificalioi 


s. Vet 




petitive i 


iarket 


I is important that 


advertisi 


rs km.v 


■ on what a station 


bases its 


rates 




Kvoi a 




gn costing LV. 


more tlu 


n ealcu 


lated can create a 


difficult 






tisers. ' 


his ad 


litional money is 


hound t< 


cut si 


verelv into the pr 


Hernie ll 


inks that unless definite s 



cut rale situation. advertisers 
many market- throughout the 
healthv industrv." he sa\s. ' 




nav well reduce their expemh 
■ountry in the next few vears. "Even 

Blanche Graham, Reach. McClinton & Co.. Inc.. Los Angeles, 
thinks tli:U because of Southern California'?, unique geographies 
pattern, the Inner is often confronted with a co\erage prohlem 
"\\ hen I need co\erage the kev stations in Los \ngeles are the mo? 
economical bin-."' Blanche savs. "These stations are powerfully 
beamed and reach main outKiit* 
areas far beyond Los Angele 

value of the smaller stations. The) 
loo. ha\e their place in this com 
plex market. Conccntratioi 
specific area is often as iinporUn 
a> coverage, and main of th 
smaller stations do an excellent jo 
for our advertisers in their loci 
communities. I have found the? 
stations indispensable in reachin 
the Spanish speaking and Negi 
llv bins individual spots at specific tim 
iither than packages. Package deals, she feels, are not abva 
iined right for the product. "I 'tilth using individual aniiouncemen 
s not ouh a convenience for the client he knows when to lislei 
ml it enables me to select the best potential audience for hit 
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K-NUZ RANKS J. 



ST 



where it 
counts* 




NIELSEN — Dec, 1958 



PLUS . . . 
K-NUZ HAS 
THE HIGHEST 
' RATING FOR 
ADULT 
AUDIENCE 

WITH 
SPENDABLE 
INCOME! 



•Nielsen (June, 1958) 

Still the Lowest Cost Per Thousand 
Buy! 

National Reps.: 

FORJOE & CO - 
New Yorlc • Chicago 
Los Angeles • San F 
Philadelphia • Seattle 

Southern Reps.: 
CLARKE BROWN CO. 

Dallas • New Orleans • Atlanta 
In Houston: 
Coll Dove Morris 
JA 3-2581 



49th am 
I Madison 



Our beer gets o gloss 

EDITOR 

SPONSOR PUBLICATIONS, INC. 
10 EAST Will ST.. NEW YORK 
REQUEST PERMISSION TO RE- ' 
PRINT "BEER BIG RESIN ESS li 
EE 1 EM E NT." FROM YOl'R JANU- 
ARY HI ISSUE IX GLASS II0R1- 
Y.0\. OFFICIAL PUBLICATION 
OF THE CLASS BOTTLE BLOW- 
ERS ASSOCIATION 

J M RAGS DALE 
Pi \ YSDELL INC. 
\Y \S11E\CT0N. D. C. 



Good cup of coffee 

Thank \ou very much for the ver) 
fine wa\ vnu treated our Fine Cup 
Coffee sstoi ) ! And 1 ran certainly tell 
vou this: You are read! Lots of in- 
quiries alreadj as to when we're ; 
going to hreak open in other areas. 
Needles* to tell uiu our friends at 
Hafner were vein much impressed! 
Phil Katz 

Goldman and Shoop, Inc. 
Pittsburgh 

Boseball listening 

\Vo were gratified that yon reported a 
few of the findings that resulted from 
the hasel.all listener stnd> PAIR did 
for KMPC. But. we feel that ve 
should set the record straight. 

It was reported in "Sponsor 
Speaks - ' that ". . . the average listen 
er can anticipate with a high degrw 
of ccrtaiut\. the possihility of an) 
pln\ on the field and thus gratify hii 
desire for participation'' At the on 
set of our s-tud\ we. too. suppose* 
that a desire for participation wouh 
he one of the chief factors invohfi 
in hasehnll radio listening. However, 
the results proved conclusively tha 
such was not the ease. Seventy-M 
percent of the hasehall listeners w 
found lacking in their ability 
"identif\" with cither a team o 
plaver. 'This finding caused 
I search further for the miderlyin[ 
{Please turn to page 26 1 



K-NUZ 

U Houston's^ 24-Hour \ 
-Music aritTilews. J 



SPONSOR • I I Al'ltlL 195 




OXSOR • 1 1 W-HIL l ( )oM 



COM MERClALf 




j plant is washed with water pumped at 250 gallons a 
ivate well. The technicians who inspect each presto disc 
have betn on the job for a minimum of 15 years, and hav< the k< n cy< - that insure 
perfection on a scale no mechanical equipment can match. Ask for PRESTO when 
you order. \bu'll always know that your discs arc FRESTO-perfect. 
noCEN-PRESTO Co., Paramus, New Jersey. A Division of The Siegler Corporation. 



e 1934 the 



rejully n 



inling discs and equipment. 



©5, 



CHICAGO? HOUSTON? 
DAYTON? 



net 




NO, THIS IS "KNOE-LAND" 



(cmbrocing industriol, progressive North Louisiono, Sou 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population ),r.20,100 Drue; Sales 

Itousrhot.t- 123,f>00 



t,7f>t,tii'J.0U0 



.Men 



To 



K • 



(l.tM-.OOO 

KNOE-TV AVERAGES 79.4?o SHARE OF AUDIENCE 

to December 1958 ARB we average 79 4° 0 of audience from Sign On lo Sign Off 7 d 



KNOE-TV 



iiinnol 8 
Monroe, Louisi 



CBS .ABC 

A James A. Noe Stotio 
Represented by 



49th & MADISON 

( Cont'd from page 2 1 1 
dummies of the l.a-ul.all listener. Ad- 
ditional probing showed the baseball 



IN 



» be 



•nted i 



dividual who derives satisfaction 
from the uniqueness of the game. 

Frank J. Bates 
PAIR, Inc. 
Beverly Hills, Cat. 

Public kudos 

On 21 February 1959, our good 
friend Jack Sandler of WQAM, Mi- 
ami. toted up his station's public 
service programing to some stagger- 
ing figures . . . more than 11.000 free 
announcements and 259 hours of free 
programs, valued over-all at about a 
half million. 

We just want to add our kudos on 
behalf of Jack. Our Philadelphia 
client, The Bible Study Hour, broad- 
casts on I2<"> radio stations in the 
United States. Canada, the Philip- 
pines, Bermuda, \frica and Central 
America. Although it doesn't exacth 
fall in the category of "public service 
programing." Jack has spent a lot 
of free time mone> in our behalf, and 
ue el like to thank him in a w ay that's 
more public than a personal letter. 

U, Vosberg 

mgr.. I'aul Locke Advtsg.. Inc. 

Philadelphia 

Whoops! 

I want to take particular exception 
to a sentence used in > onr 245 March. 
1959 i>sne (Film-Scope section*!. 

Page 5!!. second paragraph, state- 
"so far Huckleberry Hound is tlu 
onh cartoon series to have been fulb 
created aird produced c\pressl\ foi 
television." While I fulb realize tha 
\ou cannot be expected to \erifv e^er; 
printed word, this particular statej 
mcnt is too broad to be overlooked. 

Our Crusader Rabbit was the pin 
ncer in the field and has been on fo 
more than eight \ears. In the sam 
issue of sponsor page 66-- von rc 
ported (eorrectb ) that sales of th 
new Rabbit series are cner SI. I mi' 
lion to date. 

One ^er^ important ke\ to ou 
sales campaign is Crusader's lotige\ 
it> and I'm sure \on can uiiderstanl 

slatenreiit on Huckleberry Hound. 

\\. L Xitim 

r./». of mdsg. TAP In, 

Los Angeles 
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BALTIMORE IS A WJZ TOWN! 



Baltimore, city of "group" homes ... a city where, 
s most folks know, WJZ-TV has been a leader in 
elevision for more than a year and a half. Why? 

Because WJZ-TV has not lost touch with the 
ommunity it serves. Prime time public service 
rogramming, editorial comment on important local 
sues, documentary news treatment of civic prob- 



7 eb. &■ March ARB Reports 
~ne overwhelming dominance 
by29 r {. Station C by 33', 



lems, more local live programming than the other 
stations combined . . . these are the reasons why 
WJZ-TV is ABC's top affiliate in 3-station major 
markets and why most people in Baltimore spend 
more time with WJZ-TV than with any other 
station.* Baltimore is a WJZ Town! 



©o© 

Westinghouse Broadcasting Company, Inc. 




MOST 
HONORED 




An important measure of the performance of a 
television network is the recognition accorded its 
programming by responsible independent groups 
with varied interests. NBC has just received seven 
Peabody Awards for distinguished achievement 
and meritorious public service -more than the 
other two networks combined. 

So far this year, NBC has also won: 
13 out of 20 Sylvania Awards 
15 out of 22 Radio -Television Daily Awards 
7 out of 14 Look Magazine Awards 
15 out of 30 first places in Television 

Today's poll for Fame Magazine 
10 out of 15 Freedoms Foundation Awards 
4 out of 9 Christopher Awards 
the only Alfred I. DuPont Network Award 
(for a news commentator). 

Thus 1959 is following the pattern set in 1958 
when NBC, its programs and personalities, re- 
ceived more awards than any other network. 

These awards span the full spectrum of NBC's 
programming: drama, news, public service, enter- 
tainment, education, music, variety, sports, reli- 
gion and comedy. In their breadth and diversity 
they illustrate the basic philosophy of America's 
first television network: totality of program serv- 
ice, rewarding television for every program taste. 

NBC TELEVISION NETWORK 




No 

Matter 
How You 

Survey 
The 

Memphis 
Market... 




It's Channel 3 First By All Surveys 



In Memphis they say "There's more 
to see on Channel 3." That's 
because more people enjoy WREC- 
TV's combination of superior local 
programming and the great shows 
of the CBS Television network. It's 
the right combination for your 
advertising message. See your Katz 
man soon. 



Here are the latest Memphis Surveys showing 
leads in competitively rated quarter hours, 
sign-on to sign-off, Sunday thru Saturday: 



WU'KC-TV 
St;.. 1! 
Sta. C 



WREC-TV 

Channel 3 Memphis 



251 
101) 



259 

81 




Represented Nationally by the Katz Agency 
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"I THINK 
THE 

RADIO INDUSTRY 
OUGHT 
TO BE 

SPANKED" 



Frequently the most pungent, pointed, and valuable remarks which 
tl'OXSOR hears abont air media problems are "not for publication," 
Jlere are some outspoken comments about the current state of radio 
by a marketing executive nho insists that his name and identity be 
kept confidential. His company, a multi-million dollar advertiser, is 
long-time user of radio (and other media). He. himself, came up 
/trough advertising and brand ivork. 
Oar first question: "W hat do you think of radio today?" 



A. 1 think that radio, as a national 
dvertis'mg medium, is in lousy 
hape. And 1 think the industrj 
ught to be spanked for letting itself 
et into this position. 
Q. Why upankfd? 
A. Because there is absoluteh no 
-ason for the abnormally low 'vol- 
nie of national advertising dollars 
pent today in radio— except the lack 
; imagination, integration, and lead- 
ship within the industry. 
Q. What ,}o yon mean b> a!»- 
orinally low volume? 



A. Look at the 105!! fig, 
ou squeeze out the watei 



res. When 
and pub- 



licity pufh, you'll find that last \ear 
national advertisers spent les- than 
$200 million for radio- in network 
and national spot combined. ThatV 
a disgraceful total. Less. I suspect 
than tbe\ spent in trade papers. 



Q. Don't 
reason for low r: 
the rise of H >. 

A. I certainly d< 
chief reason i- that 
been throw ins aw av 



think the 
railio \o\u 



1 think the 
ir birthright. 





An unexpurgated, 
off-the-record in- 
terview with an 
important market- 
ing v.p. in a major 
industry 
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O. Hill miitIj l\ has hurl. 

A. T\ was bound to take business 
awav from all media, lint there was 
no roawm for it K. hurt radio more 
than the others and llu.iV what's 
happened. It is inexcusable. 

O. How do von figure ilml? 

\. To get a clear picture of the 
stnpiditv of (lie present situation, 
go hack to the da\s before iv . Cher 
a 15-vcai \ eri.nl '\ etwoen. sav, 19.51 
and I'M 10 radio proved con, lu.-iv el\ 
that it was a heller .wiling medium 
for man) big national advertisers 

\e\ along came Iv. and radio began 
running like a seared chicken. It has 

O. Whai soil of adversers 
proved radio belter? 

A. The l.i» ones nC, Colgate. 
Lever. General Foods. Standard 
llramk \meriran Home, the tobacco 
companies, the oil companies. Com- 
panics like mine that a.e close-fisted 
with an advertising hack. 

O. But radio tlitemi'l lime 
sight, or color or pictures. 

\. liadio proved, in the 'HO'*, that 
it has something heller lhan pictures, 
t\pe. color. It proved that the hu- 
man voice has more personal sales 
wallop fur most pio.hicis lhan am 
form of print advertising. That's 
what the bovs seem l<> he forgetting. 

O. Km how ahoul complicated 
things like deinonsli aliens, con- 
tests, promotions. Don't yon 
need v isnali/.alion ? 

\. Tin not sav ing il doesn't help, 
ttnt I am saving that 15 vears ago 
mi u»l more mileage out of a con- 
test o, a promotion or a deal pro- 
moted on radio than tile) ever got 
out of print. Before lv." radio was 
the mu-i effective a.lv ertisin<> nicdiimi 
ever dcvis,.,|. Todav. however, it's 
running a miserable fourth with 

ahead of il. ' There'.- no sense in this 

O, Ws. hut radio audiences 
are not what llle* were. 

A. If von're talking about audi- 
ences lo individual shows, von're 
right. \nd vo„ ,-an't bnv radio as 
w.u once did. Hill von 'can reach 
even bigger radio audience*. Today 

nr. a spol schedule thai will deliver 



as mam homes in the course of a 
week as Fibber McGee or Hob Hope 
ever did in their hevdav. \o vol. 
can't blame radio's decline on smallei 
audiences. 

O. Where Ihcn does llie fault 
lie? 

\. With the people in the radio 
industry. Thev have no one. to blame 
but themselves? 

O. All right, whai people:' 

\. I'd sav the networks, the sta- 
tions, the reps, the trade associations, 
even one. \ mi can make the list a- 
long as von like. 

Q. Where do yon ihink they're 

\. 1 don't think any of them seem 
to have an idea of how big the radio 
induslrv can and should be. 1 think 
all of them are loo concerned with 
some small segment of ihe business. 
\nd 1 don't see any constructive over- 
all industry planning or promotion 
coming from an v one 

O. Ilowahoni iheagc.ieicsa.nl 



advertisers? Doii'l they have 
s( an responsibilities loo? 

A. I've heard that question before 
and 1 think it s a sillv one. \geueies 
and advertisers, of course have an 
interest in the medium, hut the re- 
sponsibility for radio's welfare and 
growth lies with the people who are 

in il. And the s ler lhe\ aecepl 

lais responsbilin -and stop blaming 
others for their predicament*— the 
heller off ihev'll be. 

(,). You don't think they're ac- 
cepting this responsibility? 

A. No I don't. In the past three 
vears 1 have not seen a convincing 
presentation, from any source, on the 
over-all values ,,f radio as an adver- 
lining medium. I've seen a lot of 
little half-hearted, two-bil pilches oil 
win networks are less foolish lhan 
spot, or why indies are smarter lhan 
old line stations. I've seen a lot of 
chicanery and razzle da/.zk ves and 
charlatanism with research statistics, 
and jargon. Hut 1 haven't seen any 



DO YOU AGREE WITH THESE FOUR 

1. LACK OF INDUSTRY LEADERSHIP. Among 

agencies and advertisers (in addition to the inter clew quoted 
here) si'onsoi; has heard, in recent necks, an increasing 
amount of comment to the effect that radio is a ''leaderless" 
industry; that one of the chief reasons for its present position 
is thai it has no Individuals or organizations to speak for the 
entire business. Instead, say critics, it is bedeviled by many 
conflicting interests, and by a lack of industry focus. 

2. LACK OF BUSINESS PLAXXIXC. lecording tc 

many high-level marketing men. radio is an industry trillion, 
any sort of constructive, long-range business plan for self 
improvement. Though a number of observers, including si'ON 
soi; in its S500 Million Plan for Spot Radio, bare clearl) 
pointed out long overdue improvements in radio's operating 
methods, the industry has taken no constructive steps to ge 
these improvements made. 
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CC Ila\e yon seen SPONSOR'* 
i5M> Million I'lau for Spot Ka- 
lio? Will" do ?<»" think of it? 

A. I think v<.n people did a good 
ob of unah/ing what's wrong, lint 
lankly I'm skeptical as hell whether 
he industry is smart enough or cares 
nongh to do anything almiii it. 

Cj. What do von think the in- 
lustrv needs most right now? 

A, Virsl of all a recognition that 
must have an entirely new type of 
idii5.tr> machinery. None of the 
resent organizations are satisfac • 
>rv. The NAB has neillier the char- 
;t, the franchise, or the personnel 
n promote radio activelv. I? \B rep- 
esents only the sales end of the hiisi- 

linor league level. It is hound up by 
lember-non-memher jealousies, and 
V a limited, close-lo-the-vcst idea of 
hat the job is. SU \ it too small a 
art of the total picture to function 
jr the iudiistrv. \nd the networks 
re so harassed by their own prob- 
■ms they can't speak for radio as a 



whole. What radio must have is a 
new. strung organization. 

O. .Must this organization he 
divorced from tv ? 

A. Definitely yes. In my opinion 
the hesl thing that could happen to 
radio would he for Congress to , ); ,ss 
a law making it illegal for radio and 
tv properties to he held In the same 

ownership. The too close, a iation 

with tv has hart radio terribly. 

O. How ahont tin; problem of 
reconciling the interests of net- 
work and spot radio? Can this 
ever l.e solved? 

A. It can he solved once the. net- 
works recognize what cvervbody else 
seems to know : that radio todav has 
become a local medium. That's its 
strength, that's its appeal [o an ad- 
vertiser. Network and national spot 
are merely two different ways for the 
national advertiser to buy the tre- 
mendous local power, the community 
power of radio itself. Karh has its 
place, but its the local appeal of the 
medium that provides the reason for 



>ERIOUS CHARGES AGAINST RADIO? 

}. LACK OF CREATIVE PROGRAMING. The pro- 

\rain side of radio. s<n some of its severest critics, has fallen 
hto the hands of men who neither care about the medium, nor 
ave any ability to create new. imaginative patterns of pro- 
ranting, is a result, radio is being " formularized" to death, 
ometimes these formulas arise simply out of a desire to make 
quick dollar. More often than not. however, they're mereh 
he result of ignorance or lack of imagination. 

k LACK OF CREATIVE SELLING. Utah agencies 

nd advertisers have complained to st'o\sot! about the t\pe of 
ties presentations the) have been getting from radio people, 
hey say that practical h none contain any sound, comptdl'mg 
rgunients for the medium itself : instead most are built around 
icayune. insignificant points for complex and dubious re- 
-arch. Is a result, they are getting no help in selling the idea 
f radio to their own people and their own clients. 



both tvp f sales. \„d bntl, nd- 

work and spot sh,,nld pruinot. this 
local image. 

O. .Suppose radio had a strong 
central industry organization. 
\\ hat sort of wo'rk should it un- 
dertake? 

\. Ohvionslv there are two kinds 
of problems. First lo dean np all the 
iuside-the-iudnslrv thin- that a,e 
wrong with radio too much paper 
work, over complicated rate cards, 
unfair rate differentials, all the me- 
chanics. Second, to create a continu- 
ing, strong, and s„ n essfnl promo- 
tional effort that will increase its 
share of national hnsiness. One job 
is corrective, the second creative. 

O. W hat do yon think it uonld 
take to create a radio organiza- 
tion that could accomplish this? 

A. A lot more raw. red, old fash- 
ioned desire than most radio people 
seem to feel todav. 

O. How would such an organi- 
zation differ from those now in 
existence? 

A, To make any sense, at all it 
would have to be a planning, and 
operating hod), headed by men who 
were capable of mapping out and 
executing broad scale industry strate- 
gies. It would have to speak for the 
whole industry at least in the na- 
tional advertising field. \nd it would 
probably need a budget at least 
double am thing ever set up foi a 
radio trade organization. 

O. What would such an or- 
ganization of the radio industry 
mean to a national advertiser — 
to a company like vonrs. 

\. W e'd expect such an organiza- 

for great., sales and profits. We'd 
expect it lo help us -ell radio to onr 
nun management and pcoph and 
keep it sold. We'd expect it to build 
prestige value- into our radio pur- 
cha-es bv upgrading the whole in- 
dnstry. \nd we'd look to it to oper- 
ate, with a-, on a Inch policv level 
in all ..,,r radio advertising. 

Q. Hey ond all this, what do 
\oii pcrsoiialh think of radio? 

\. I personally believe it is one 

ever devised. It '.- not a l.caltln med- 
ium todav. Hut I love radio for what 
I know it can and -honld he. ^ 
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MARKETERS BLUEPRINT advertising, merchandising strategy at Necco: (from I), Richard M. Drown, adv. mgr.; Gordon P. Henh, dir. of mktc 1 

Necco sweetens sales with spot 



^ Progressive candy maker pushes branded bar and 
box candy with 90% of $1 million budget in spot tv 



P <.. 112 \eais. 111.- \cw Kngland 
Conferlioiien Co. has been wiling 
\uiericans noloriou* k.n»l,<r> ami 
nihblers on knoshing and nihhling 
on its .',<>() xa.ief.es of ranch item-. 
Itui tlx- faM,-i ,<-ll in all this time 
ha- ..m.c in lli«- six war* since 1%'?. 
sxheu the.onipa.n nscl telex i-ion a.l- 
M-rlWnp for the lirsl time. 

( .in.K item.*, par tit tilarlv llic V 
.ml Hi.' l, ; ,r* xxhicli ra.-k up >n...-l of 
ll..' wiles. olT.-r « small margin .1 
profil in both producer au.l rriailei 
I in- either lo -<•<> tlm-e stindil-aflr 



.SS signs in fn.nl of his eve-, ho needs 
to haw hid. volume .mixing fast. 
That's xxhat tv has done for Xexx Kng- 
lmi.l C.mfeetionerv Co. in Camlmdei-. 
Mass., saxs \dvertising Manager 
Kit hard M. Dr.mii. 

Xeero is current 1\ 1 > 11 1 1 i nji Mime 
,".0\' to ')()', „f its total animal 
a.herlising budget of *l million into 
spot lolrxi-io.i xvilh the renuiindr. 

f printed promotional material. Thi> 
«)O().0O0 appropriiiii.nl for a section- 
r al. non-national adxerli-er is a sig- 



nificant Mini in an\ kind of bi.sin 

l'nl in eandx manufacturing, xvliei 
so imich of the product is .-old 1 
branded and then packaged hv foo 
chain* and supers tliemsehes. this ii 
xesiment i> rivaled onh h\ su 
giants as .M & M. Sweets' Co." (To 
sie Kolll and Clinnkx Chocolate. 

Proctor A. Coffin, general merrhai 
<lr;-iiiii manager, has the lrspunsibilil 
of moving those 360 individual cand 
items. Fortunately, there's nowhei 
near this nninhcr lo cope with in col 
sinner adxrrli.-ing and the spot I 
schedules. The two major eandv lin. 

the Neeco line and the Ca.uh C U ; 
hoard line are radicallv different i 
.■onlenl and price and therefore r 
quire xerx dilTeiei.l meicliandisir 
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tv mix 

Liles and advertising technique?. 

The four leaders in the Xcceo line 
re har item*- Sky Bar. a 22-v ear- 
Id choeolate product which was the 
rst to he advertised with tv in 1953 
nd which sells for a nickel: Xeeeo 
afers. a candv staple since 1885 

hich debuted on tv last fall and sells 
>r 5c: Rolo. a hot-selling item fran- 
hised originally from a British firm 

ith a chocolate base and a 1(V price 
Jg: Canada Mints, another UV item 
rst featured tv advertising last full. 

The Neceo line of inexpensive bars 
; sold to jobbers and to food chains. 
!ut the Candy Cupboard line of ex- 
ensive ($1.10 per pound and upl 
oxed chocolates is sold only to re- 
aders directly. 

1P0NS0R • 11 APRIL 1959 



Chocolate items in the Wo line, 
of course, sell best in cooler wether; 

win there i? a -ea?oiud variation in 
the Neceo advertising period from 
September through Mav, with chnco- 
late tvpe? ?tre?-cd in the fir-t half, 
mints'in the latter. 

Sk\ Bur -ale-, after a tv momen- 

npwuid at a good pace. But Kolo, 
introduerd for the fir?t time last fall, 
caught like wildfire with the public 
and has seen phenomenal increases. 
Specific sales gain? were reported for 
Baltimore where W\l \K-TV carried 
a schedule tvpical of the 2.'! markets 
in which Neceo buys -pot announce- 
ment* by Chris. S. Briel, Neceo 
sales representative there. 

Last December, after the launching 
campaign which started in Septem- 
ber, he told Wll Alt-TV management: 
"I have spent considerable time work- 
ing out an analvsis of sales on Kolo 
and Skv Bar to our 57 direct buying 
account.- who distribute in Baltimore. 
\nal\sis was based on September 
through December '57 I when no tv 
w as used I and September through 
December of Mi! I when the WMAR- 
TV schedule uas on the air)."' 

In this period, sales on Kolo 
"showed a phenomenal increase of 
and .^k\ Bar went up 
37.01', " Mr. Briel reported. Skv 
Bar wait already e-tahlished in the 
market and therefore "not expected 
to show a markedly heavj sale? in- 
.rea.-e"" as was the ease with the 
comparatively new Kolo. 

Necco's pattern is to buy minutes 
from 5 to 7 p.m. in 2!! major market 
areas centering in its distribution 
area — the New hngland and North- 
east sections. Middle and South At- 
lantic, Midwest through Ohio and 
Indiana, the West Coast. Thev have 
direct sale- representation in these 
areas, use broker? at point? in be- 
tween. 

The average frequency of commer- 
cials per market is nine one-minute 
spots per week, aimed at an all-fam- 
ily audience but concentrating more 
heavily on voungslers and teens. 
Mom and pop are nibbler? through- 
out the day, too. even though young- 
sters seem to average a bit more total 
consumption of goodies. 

Spot's flexibility is what attracted 
the client and the agencv. C. J. La- 



Kochc in New \ork, to tv in the first 
place and thev u-e it to maximum 
ail\ antage. Thev rotate piodm 1- <l. 

iminitv, ri-ing or falling sale*, the 




product allotted. re?pet tiv civ, -umc. 
10 -e:ond- and lil'-j secmid- .,f com 



men ial Line. 

The llexihilih of -pot iclevi-ion 
enable? Neceo to maintain the ad 
balance each market requite? bal- 
ance in term? of major-minor com- 
mercial mention, weight of fleqnem \ 
and audience. Because each market 
bu\ is based largelv on immth-to- 
month sales, a rev ised tv schedule i- 
made n |> monthly and -cut to each 
-tatii n in the lineup a month in 
advance of ailing. 

The preferred production te< h- 
niqne whi-h ha- paid o(T in getting 
vicwe, i.tlc.'tiim and enhancing uppo- 
tite appeal is a combination of ani- 
mation ami liv .-action with dim-rent 
open? and closes. Thus the basic 
stock of two dilfereut commercial? 
for each of the four main bar item.- at 
an\ given time is expanded with three 
variation? of opens and closes to a 
total of five different presentation.-. 

N'ecco wants to reach an all-familv 
audience for another reason: both 
men and women, frequently accom- 
panied h\ voungslers. have the super- 
market -hopping habit. \nd candv. 
often an impulse item, is puked up 
from a shelf bv brand because of a 
carryover of the visual tv picture. 

Kaeh Neceo product carries an 
identifying Neeco label, and many 
of the items are specially packaged 
for the supermarket trade (now ac- 
counting for some 20 r , to 'MY', of 
1 1'lcuse turn to fmge 92 I 



FOOD STORE DISPLAY racks get about 
one-fourth of Necco's manufactured volume 
and indicate variety of 360 different items 




What the allocations fight means 



^ FCC testimony by Maximum Service Teleeasters 
stresses losses in coverage if vhf band is dumped 

^ MS'JHs material will likely provide useful annuo to 
counterattacks directed at television's spectrum space 

Public's vested interest in vbf cbannels via huge 
investment in receivers is pointed up by broadcasters 



Ira?- .-truck deep root- into the \meri- 
can -mie. Yet no ad medium has 
been under attack on so many fronts. 

Last week two developments re- 
minded the ad fraternity that the 
technological base of the present tele- 
vi-ion structure i- al.-o -nliject -o 
a-ault. The FCC resumed di-cn-sions 
on the tv allocation- headache and 
the deadline pa-ed for film? of 
petition? on the broader hut related 
problem of whether lor how) to 
reapportion the '•nongovernment'' 
portion of the vhf-nhf .-pcetrum. 

The spectrum study harhor- a 
r-tnmg potential threat to video. Im- 
portant group-, including the mili- 



tary, railroad and trucking interest-, 
electronic firms, etc.. are hungrily 
eyeing the wide frequency hand cur- 
rently allocated to tv. TV- vnlner- 
ahilitv stems from the fact that more 
than half of the spectrum being stud- 
ied (2o-!W() megacycles I i- now set 
a.-ide for telecasting. 

In the forefront of those defending 
the video hand from being undercut 
is the Association of Maximum 
Service Tclecastev-. The group con- 
-ists of 120 vhf -tation- I it had two 
nhf member- at one timet operating 
at the maximum effective power per- 
mitted In the FCC. AA1S1 filed com- 
ment- at deadline urginu I I I reten- 
tion of the present vhf channels, (21 




Jack Harris, general manager, KPRC-TV, 
Houston, is president of Maximum Service 
Teleeasters, deep in the tv spectrum battle 



the addition of more vhf channels. 
i3i a swapping of nhf spectrum 
-pace for the additional vhf cbannels 
and warning that any ''degrading'' 
of the current high technical stand- 
ard- would deprive rural America ol 
adequate tv sen ice. 

\l-o filing at deadline was the 
\A B. whose chief. Harold E. Fellows, 
warned that an adequate tv service 
must he assured in the future to aid 
advertisers in creating demands fo. 
good- to sati-fv \inerica's rapidly 
increasing population. Fellows fore 
saw the need for man) smaller tv sta 
tion-. comparable to standard broad 
casting's 250- alters. 

On the technical front. Fellows 
called for the status quo until l 1) the 
reeenth -released studies conducted b\ 
the Teiev ision Mloeations Study Or 
gani/ation (TASOl are digested anc 
(21 -ome allocations solution bf 
worked out vis-a-vis the gov ernmen 

Included with the AMST comment.' 
by the group's executive director 
Lester \\ . Lindovv. was a eompre 
heu-ive exhibit of facts and figures 
Involving a v ear's work to gather 
these will likelv provide valuabl. 
ammunition to broadcasters in lh< 
coining battle for spectrum space 

the basic economic fact- of life abou 
tv and the firm place occupied by tv 
in the \merican home. They als( 
delineate the consequence- foreseei 
bv \MST in the event of a shift t( 
an all-nhf tv service. Only a smal 
part of these facts and figuies touehec 
on advertising per .sc. but the iinpli 



NKAHIA 1 .000 TV STATIONS AUK At T1IOK1ZEI) 
Number ol tv stations as of 21 IVIiruary. 1959 

Channels 2-13 Channels 1 4-83 Tol 



Station- On the Air: , 

Commercial 
Kilucati..iial 



:.,i„,„.-o ial Satellite 
lim.-laloi 
T..t;it A.itli«»nV« <i 



Totat 509 415 

siati.m sruwlli has been last, figures /.-inhered In Assnci 
rue Telemeters shun, titer 11 years, there an 11 auti 

V ,eney Imulinp. ( hart-, on ,< "0 and 72 are I 
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to admen 



I'UHLIC HAS IMKSTKI) *27> ItlMJON I.N T\ 
Kstimaled public expenditure for Is 



. alion.- Cut the business uereobvioi 
These are the highlights of the L 
Mom testimony : 

. The American public lui- 
Nested more than $25 billion in 



ml r 



$600 million .,11 
ihvsical equipment. broadcasters 
ave brought tv sen ice to W." of 
II American families ami serve W/, 
f these families with network pro- 
i ami ii^; from at least three stations. 
• The average t\ station costs <'!.7 

station ami 0.3 times as mncli to 
Urate. 

. As of 21 February 1959 a total 
ji.f 1.0 1 5 tv stations (commercial, ed- 
ucational and translator) were either 
the air, authorized or the subject 
pf pending applications. After 1 I 
icars there are twice as many tv sta- 
ions authorized as there were radio 
tat ions after the same length of time. 

. The average viewer spends 20f? 
f his waking life watching tv and 



pends 
adio, 



w spa per 



wth tv than with 



■d. 



The 50 million tv sets in use is 
it) times what it was 10 years ago 
nd twice as main as fi\e \ears ago. 

• Although tv occupies three- 
uarlers of the nongovernment spec- 
rum space between 25-890 inc. it 
as only H.5 f <' of the total number 
f channels assigned in this space. 

• A switch to ubf would deprive 
it least 25', of the land area of the 

.S. of "service of consistently good 
pialitv." In actual practice the area 

>uld actuallv be larger. This would 
larticularlv affect the 1 I i 



ing on farms 
fell as non-fa 



who 



l per- 



• TASO studies show that when it 
oines to good i|ualit\ serv ice. low- 
land vhf channels 1 2 to 6) get out 
wire as far as high-band ubf ehan- 
uls (II to 831 and cover five times 

much area. 

In urging a swap of ubf for vhf 
■pectrnni space. A.MST could look 
ard to some official discussions 
dong this line— though with no as- 



■>.<>: .kk) 
2.o0 l.Kh) 



Total 

1946-1958 $16,384,800 



irlmlcs M-ts nf all kinds, 
■outers of data include 
disma. T, Dim-sl a- w.11 



:il siuiiiuiii'io up through t957 
r<-<- of figures at right. The 1 938 
, AMST eslimalc. Lxrliidcd arc 
ranslators. Keplarenicnl value 
is! properly is mkicIi higher 



Ts lias become a billion dollar lm- 
in 10 years. Figures arc from F( (', i 
like chart al right, network* and sta 
Note leveling off in rale of increa 



rvs iwoadcastim; 
imkst.aiknt is lakck 

Original cost of tangible tv 



I : 

i y.>o 
] y 19 



36 1.7 US.000 
3l3.lKW.tXlO 
233. 1.3 1.000 
121.129,000 
9. '/,,„ IMIO 
. 0 joO.000 



BROADCAST KKVKM KS WIE \K<H\I) SI MILLIONS 



S9 13.200 
890.900 



1931 
1930 
1949 
1918 



2.35,(i8 1 
105.911 
31.329 



:i7..i r < 
3 :.;<<, 

I22..V; 
208.3 
29 !...<; 
338.8', 
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LKTISINC HAS DOUBLED IN FIVE YEARS 
TvV share of nil advertising 1919-58 

Total Total tv Percent i 



i y.>8 



1933 
1932 
1931 
1930 
1919 



S10.1W>,000,000 
10.3 10.600.000 
')M) 1.700.000 
l'J 1. 100.000 
H. lot. 100.000 



(>. 120. 100,000 
3.710.000.000 
3.202.200.000 



McCann-Erickson figures prepared for Printe 
tv, media include radio, newspapers, magaiines, 
laneous. Tv figures include all client spendin 



$1,300,000,000 
1.273,100.000 
1.200,700,000 
1,023,300,000 
ROy.2CO.000 
000.100.000 
t33.9JO.000 
332,300.000 
1 70.800.0.KJ 



Ink is the source of chart 
lutdoor, business papers, dir< 
time, talent, production a 



13.3% 
12.1', 
12.2', 



SWITCH TO LHF WOULD A1TKCT FA KM HOMES 
Television sot ownership of farm households 



holds 



3.300.000 3.011.000 
3.320.000 5.323.000 
3.012.000 3.207,000 



14.082,900 
12.860,000 
12.218.760 
1 1.300,160 
9, n 1.370 



Farm figures here include households actually located on farms and do not cover small i 
families which would also be affected by reduced service, according to AMST estim 



il 11 



nld c 



of 



sunince am 
it. Reportedly because of public pres- 
sure, the Defense Department lias 
agi eed to „it down with the FCC to 
discuss swapping of frequencies. 

WIST made no specific proposals 
as to how man> additional vhf ehan- 
nels should he aligned to telecasting 
or in what part of the spectrum the 
new channel* should be placed. One 
proposal would he to add ;«} addi- 
tional \hf channels so as to make a 
continuous hand of 50. 'I here is cur- 
rently room for 1 I vhf channels in 
between the present channels 6 and 7 
assuming olhci services t including 
fmi are displaced. If the other 21 
are allocated spec tin in space fol- 
lowing channel 1.3. it would can) the 
additional 'Mif channels into the 
lower reaches of the nhf band 
whii.li arbilra.ily begins at .".00 me. 
If all .3!) w ere inserted in the hand 



above channel 13 (210 inc. and up) 
the highest frequency channel would 
brush against the beginning of the 
current nhf television band which 
begins- at 170 me. Obviously, getting 
,'5i"i new ■\hf* channels in the 1 strict 
sense of the term is no cinch. 

The. big problem in adding tv 
channels is the heavy demands video 
makes on the spectrum. Each tv 
channel require* a 6 inc. (million 
cvcles) band arid, as WIST pointed 
out, each channel needs every hit of 
the. .-pace, lint, as WIST also pointed 
out. the actual number of t\ channels 
allocated is relatively Miiall. 

An analvMs prepared b) AMST 
showed that there were a total of 
2.316 channels assigned in the non- 
government portion of the 25-J5O0 inc. 
band. Only "2 are set aside for t\. 
In the vhf part of the spectrum, the 
{Plea.sc turn to page 70) 



Getting 

^ Enthusiasts for expensive 
audio-video gear cover Hide 
economic range, Andrea 
finds. Radio blankets 'em all 



/^sk Frank A. 1). Andrea, veteran 
tv and stereo manufacturer, what a 
"quality market'' is and in the light 
of Iiis latest marketing experiences 
he'll give you this broad concept: 

• It's basically a conglomeration 
of people who choose to spend their 
money on quality merchandise. 

• They needn't necessarily be mil- 
lionaires nor ha\e. Phi Beta Kappa 
keys; the big point is that they should 
act that way — either because of their 
own compulsions or because they 
"want to keep up with the Joneses.' - ' 
In short, it's the manner in which 
people choose to spend their money 
that counts. 

From this observation Andrea 
logically has proceeded to the next: 

• To sell quality merchandise 
fairly broad media base is desirable. 
It has to go bevond just the "big 
brow." 

• Radio is a medium that defi- 
nitely gives this kind of all-purpose 

\ pioneer in the electronics indus- 
try Andrea only recently got com- 
pletely hack into consumer merchan- 
dise after a run of government work I 
His distribution areas are highly] 
competitive metropolitan New York,] 
New Jersey, and New England; his 
products are tv sets and a quality line 
of stereo and hi-fi equipment. 

An fiofe sales increase in the firs 
quarter of this vear over the same 
quarter of last year now is in the bag. 
lint first \ndrea had to choose his 
strategy from two alternatives open 
to him last summer: 

1) 11c could cither introduce his 
new models in a flashy explosioi 
(the usual industry practice), or 2) 
he could introduce the new items 
gradually during the vear as the 
ket was reach- for them. 

The second course was by far the 
more prudent, but it required a close 
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radio to select 'Quality 



Buyers' 




V T H. ES What is the answer to 

SPOT'S PAPERWORK JUNGLE? 



^ How to hack away at the paper tanglewood that makes 
spot five to 30 times harder to buy than other media 

^ In this installment, two methods are explored a 

simplified rate curd and hilling for the station by reps 



W oniething for nothing is always 
paid for," goes an old saving that 
gets proved daily in the paper laby- 
rinths of >pot. For those frequency 
discounts ghert ;nva\ to advertisers, 
agencies pay iit bookkeeping and 
estimating tnanhouis. 

Most admen agree that it is the 
complex pricing of hoth spot t\ and 
spot radio which is the taproot of 
the medium's trouble*. From this 
root, -tern estimating headaches, hud- 
get confusion, invoice errors, exten- 
she checking and re-checking lime, 
hilling disagreements and delated 
payments. 

'•There's no hope for the whole 



business."' an agency financial execu- 
tive told sl'ox.soK. "unless stations 
start using something other than 
prices to sell." 

Newspapers, at least fne times 
easier to buy than spot, can attribute 
much of this simplicity to having 
pretty well eliminated the old '"sliding 
scale" rates. About 100 papers are 
reported to still use them, although 
in the case of some large metro pa- 
pers the frequency needed to earn a 
substantial discount is so great that 
for most advertisers it is out of the 
question am wax. However, sponsor 
learned in cheeking with admen that 
of late there is the beginning of a 



mysterious trend among newspapers 
hack to sliding scales. "Since they're 
out to compete with spot on all other 
fronts." mused one adinan. "it may 
be they want to compete in eompli- 

The chart on page 41 compares 
the steps needed to put a spot cam- 
paign on the air with the steps needed 
to put a comparable newspaper buy 
on the presses. Some of the reasons 
for spot's greater number of steps are 
organic and not curable, unless the 
medium ever finds a way to sell by 
circulation rather than ratings — 
which is highh unlikely. Another 
organic complication is that spot 
sells time instead of space: you ean 
add pages to a newspaper, hut you 
can't add minutes to a broadcast daw 
So there will always be checking on 
avails. (Actually, a lot of progress 
in speeding up this operation has 
been elfected by streamlining at rep 
offices and stations, by introduction 



One answer: The Katz Agency handles billing for its stations. Here is the billing and estimating section at Katz. Standing are (I to r) H. J. 
Grenthot, assistant treasurer and director; Emily Horton, billing department head; S. T. Jones, assistant to Grenthot. Details in text 



LESS PAPER IN PRINT THAN SPOT 

Here's a stepd>y-step comparison oj nbat is involved in a ~>l)-niar- 
Let buy in print and in spot. In case oj print, "costinu, out" Mai- 
in:: priies and individual media to client) has been done before 
step \o. I. 77m often is done on newspaper bay; not ititb spot 

NEWSPAPER 

_ \\ hen campaign lui- been approved. Inner ;uU i-o the . -lima 
X tor I HMinlh In menu. I . TrafHe awl forwarding are al-., alerted 

2 Estimate goes 1" traffic department. I'rior "cosiing mil" was 
inailc easy because papers sell on circulation, have simple rates 

3 '1 radii department next i>~nc- authorization for the campaign 
to the forwarding department -o that older* may he sent out 

4 Forwarding issues orders to publications. I nlcss buy «a, in 

SPOT 

_ Vs-niniug budget is approved. Inner calls in the reps of all 
X st ;l ti„„s in the .10 markets, ask- for list of availabilities 

2 Buy*' 1 ' notifies trafhc department of general nature of campaign 
so that they can get ready to send out copy, tnnis. ription*, etc, 

3 Buyer receives mail* from various stations. \ovv he cheeks 
ratings, package deals, prices, power, fretpieiuy. programing 

4 Timebinel eonlaets the station reps and orders his schedules 

5 Buyer notifies traffic department now of specific schedule* 

6 Some of the .schedules that were ordered can't he confirmed In 
stations. Now the liniebiner nnisl go through re ordering theiii 

•j Confil niatinns of schedules come in from reps, and the time- 
Inner must check to see that they are as ordered, rates correct 

3 Vfler all the schedules have been checked against rates, pack- 
age deals, times, they are pill on estimate against later hilling 



f standard conlil iinitioii-contrm l 
onus In SKA and l-A's. 

lint a lot of the buying time in 
.pot is spent wrestling with vale 
jtnicturcs. and this could be cured, 
'he answer: simplified rale cards, 
f llic answer ever is supplied, il will 
• o a long way lo sohing the other 
uajor area of spot a.h ei ti*ing. I!e- 
anse the major paper thunderbolts 
iial now plague it are: 
• Complicated rale structures, 
. Hilling and cheeking tangles, re- 
idling in great part from rale *true- 

Sinee the.-e are the principal 
nafus. what is being done about 
,iem: and what remains lo be done? 

Kate.*: Last week's installment 
phi of some of the mov emeiits to- 
,ard ridding spot of the national 
s. local rate.- problem. Emi if this 
,ver is licked through general adop- 

oi, of a single rale, there still re- 
hains the prohlein of individual sta- 

on rale structures based on complex 
requeue; discounts and package 

lans. 

SKA and UAH have been working 
.ward some solution. The 4 Vs. 
KI)S- e;en \N \ lnne been study - 
lg the subject. 'Hie latest move in 
ie direction of rate card *implificu- 

on represenlalh c Richard O'Con- 
ell. Here is OT.onneir? formula for 

streamlined rale card: 

ill Elimination of all frequent") 
iscounls. therein eliminating all 
imrt rating and rebating. 

(2l Flat rating of all time scg- 
lenls. starting with the half hour 
own lo one luiiintc. 

(3) Institute weekly announcement 
ackages. covering all spot needs 
i.e. i 10. lo. 20. 30 and ,">0 week- 
< ) : each package to be less expen- 
se than the preceding, but all in 
otind dollar figures. 

1 41 Establish 20- and 30-*eeond 
unouneement costs at 7vj f r' of corn- 
arable minute rates; 10-mvoiuI sp,,ts 

t so r ; . 

I Allow mulli-prodiict clients to 
onihine announcements for better 
eekb rate-. 

As a concession to advertisers who 
ave become so accustomed to "re- 
ards" for frequency that they 
ouldn't do without them (regardless 



of the. cost of paperwork lo check np 
on ihein). O'ConneH s„ggest> that 
stations wive free extra spots. \ n 
example: for even 26 weeks of Con- 
nie gratis. O'Connell threw in this 
concession because about l.V; of the 
Inner* be had contacted made known 
their desires foi long-term di-connls: 
his personal feeling, how w or. is that 
a client is on the air for a longer time 
not for a '"reward" from the station, 
but because his campaign needs a 
longer airiim for best results. 

• Station operators." 0 ' C o „ n e 11 
maintains, "are guilty id not keeping 
pace with their customers' problem*." 
( \mong agcnc\ problems: how to 
stretch the 1."/, commission to cover 
such new services as marketing and 
merchandising and still meet the 
high cost of spot paperwork^, '"brc- 



ipieiic\ discount has been the culprit." 
says O'G.nnell. "along with short 
rate and rebate. Ml three are a 
hangover from the very early days 
when most stations inherited their 
rates from newspaper ownership." 

Hilling: If and when rales are 
simplified, il will go a long nay 
toward -Iraiglitcning out the Chinese 
puzzle that is now an accepted part 
of agency checking and accounting 
departments. I fere is how agency - 
men view present station procedures 
and invoicing sWeiiis: 

-The big problem." ~ a> s T. Paul 
Muller. a-istant treasurer at Y&T!. 
"is that there is no uniforniitv in the 
method of billing among the Matin,,* 
Some bill gross; then the agenc-v 
nnisl deduct. Others bill net. f.a-h 
discounts are allowed hv some sta- 
( Please turn to pape Mil 
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HOW TO CUT TV TAPE COSTS 



^ BBDO saves 40% over live production expenses in 
taping of Westelox commercials for new campaigns 

^ Trick lies in consolidating schedules, avoiding mul- 
tiple labor charges, eliminating costs of special repeats 



W,„ CRS TV an 

week that h tape eonm 
.hi its facilities would n 
a Sl.l per- mi lice editii 



nounced this 
lerciak made 
. longer hear 
g charge, it 
maikcd one more step in the long 
pall) to gel tape costs down. 

Vlually. progress to date lias been 
little short of speclaculai. Last vvcek 
RlilH) told sl'oxsoit that the new 
tape commercials it is making for 
Westelox uill cost 10',' les- than if 
the whole hatch had l.een done live. 
\vt\ what is almost unbelievable 
l:i?l)() was aide to wrap up a total 
of 15 minute* of Westelox ping* for 
onlv a few dollars more than h.v 
minutes" worth cost the same client 
just a half a year ago. 

The answer, according to R1SDO 
live production head \l CantwelL 
lie> in gelling the know-how of sharp 
housekeeping. When the agency taped 



six minutes of Westelox commercials 
for the // oiulerjul Town special last 
fall, the client immediately saw that 

proper]} used -tape needn't he a 
cost org). So it didn't take much per- 
suading to get him to give the nod to 
a hold Yost-saving experiment for the 
spring push. 

The plan this time: Don't confine 
the taping lo the six minutes of com- 
mercials that would he needed for the 
26 \pril Meet Me in St. Lonis special 
the vvaleli company is underwriting. 
\l the same time, the agency sug- 
ge.-ted. pick oft the nine commercials 
that would he needed for a six-week 
alternate sponsorship stint on Xante 
That Time beginning 13 April on 
CBS T\. In short, do two job. at 

This meant a total of 12 commer- 
cials. "Right off the hat," says Cant- 




well. "we could see it was impossihl 
to do this in the two days of actua 
taping that the job would have t 
hi- held to for cost efficiency." 

The solution: Repeat two of th 
nine Xame That Time commercial 
making a total of seven 60-seconi 
commercials and three two-miuut 
St. Louis commercials. "We could se. 
our way clear to bringing that pack 
age home in a two-day time limit." 
Cant well says. 

Mutually agreeable shooting date' 
were the next consideration. Retsv 
Palmer, -dated to do the 5/. Loui. 
commercials, wasn't available unti 
Sunday. 12 April. Ceorge I Witt 
\anie That Time emcee, dated fm 
tine.- commercials for that show 
could not tape them till 13 April, th< 
day the first commercial was to hreal 
on the air. This meant firming up i 
Sunday- Monday taping schedule will 
Saturday for .-etting up and lighting 
'•Fortunately." says Cantwell. "the 
studio \u- wanted at CRS was avail 
able for those three days." 

Willis Knighton of the 
luiido design firm was put 
of fitting 26 set areas will 
nated space. There were 



IT 



J. Ro. 
the job 



t In 



Knighton's 



u identa: 



AIRTIGHT PLANNING enabled BBDO to turn out 10 tape commercials with nine major set 
areas in two shooting days. Pre-planning: (I to r) BBDO art dir. Alphonse Normandia (seated), 
prod. Bill Jackson, live production head Al Cantwell. Rotondo scenic designer Willis Knighton 



areas) to squeeze in. 
lecifieations called for 
placed around the wall? 
dramatic show -with a 
•a in the middle. One 
inuprising three areas, 
•ntire wall I see photo). 
. Cantwell emphasizes 
the extreme importance of getting all 
basic lighting out of the way the dav 
before. "This is whv it takes at least 
a 12-lwmr dav." lie says. "if you're 
lucky." 

The trick, obviously, is to make 
every minute of the total three days 
count to the maximum. Xote, in the 
actual schedules shown on the oppo- 
site page, how not a moment is idle. 

Moreover, this squeeze-play tech- 
nique extends to other areas. For ex- 
ample. Cantwell cites the example of 
how he gladlv spent SOt) in editing 
costs to save a far heftier talent fee. 
Here's what he did: Rather than have 
an actor appear on two days to do 
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■paruie commercials, Cuntwell taped 
,11 tin- actor's chores at mice; later he 
.plit the tape up and splict-d ihe 
.icccs where they belonged. 

Tliis shortcut t»l<l I'"! in film- is 
iou fulK possible with tape. IVni- 
,uslv technical difficulties prevented 
„idc>pn-ad use of it. Whenever you 
fplieed tape heretofore, you cither 
,:„t I) a roll-over of the pietnre. or 
£| son en seconds of hlaeko.it. (hi a 
IHSIN) special for Dul'out a \ear ago 

The Red Mill the agency chose 
i„ ns<- roll-o\er as the lesser of two 

ils.) 

lint no«. Cantwell explains, roll- 
,er has heeii eliminated. VII yon pet 
day is '•glitch'* wherever splicing 

"Glitch" is slang for the "nionien- 
ary jiggle" that occurs at the edii- 
ng point if the svue pulses don't 
natch exacth in the splice. ("Glitch" 
l.rohal.U conies from a German or 
\ iddish vvord meaning a slide, a glide 
slip.) "Even if it occurs." says 
^antvvcll. "it isn't hothersome to the 
iewer unless he knows it's there." 
BI1D0 had a pretty fair chance lo 
ork out the law of av erages on the 
eeurreiice of "glitch" with produe- 
011 of Hamlet for Dnl'ont. which 
a.- taped in sections and put logetli- 
r on the editing machine. Out of 73 
splices. Cantwcll reports. 10 con- 
ained some "glitch." This l-in-7 
)ossil>ility is a negligible factor, he 
eels, for something you can't see nn- 
jcss you're .specifically watching for 
1. There are four points, then, in 
ne of the St. Louis commercials 

icenr. but the agency isn't worried. 
Consolidation of client's lime, 

thile not a below-the-Hnc technical 
t. is important, too. The Westclox 
pie flew in over the weekend, sat 
.m the tapings. and client approval 
longer became a thing to ponder, 
dajor cost-saving areas for tape 



lis. ■ 



ed i 



> bo 



n the next page, set forth details in 
ow BHDO saved ICTc of what twelve 
"feslclox commercials would have 
o.-t live. 

smaller, but equally significant 
2. was made in rental of prompt- 
evices. These are rented on a 
laily basis at roughly $12o a piece 
er day. Here, the agency saved a 
ood 75^ of what it would have cost 
(Article concludes next pnge) 



TAPING 10 COMMERCIALS IN 3 DAYS 



SATURDAY, 11 APRIL 

9:00 a.m.-9:00 p.m. 



Scenic and lighting scU, l' s ^J^ u x-^' 



SUNDAY, 12 APRIL 

8:30 a.m. Betsy Palme 



9:30-10:15 
10:15-10:45 
10:45-11:30 
11:30-12:15 
12:15- 1:00 
1:00- 2:00 
2:00- 2:30 
2:30- 2:45 
2:45- 3:15 
3:15- 4:00 
4:00- 4:30 
4:30- 5:00 
5:00- 5:30 
5:30- 6:00 
6:00- 6:30 

MONDAY 

7:30 a.m. 
8:30- 9:00 
9:00- 9:30 
9:30-10:00 
10:00-11:00 
11:00-11:30 
11:30-11:45 
11:45-12:15 
12:15-12:45 
12:45- 1:00 
1:00- 1:30 
1:30- 2:00 
2:00- 2:30 
2:30- 3:00 



in makeup. K.S.U.* 
FAX*—' 'Floral" (S.L.*) 
T.P.* 

VTR*— "Floral" 

FAX — "Greeting Card" (S.L.) > 



i Card" 



' Si 



VTR — "Greetin; 

Luncli j 0*^- ' £ 

FAX-Intro & close— "2 men" (S.L.) £ 
T.P. 

VTR-lntro & close— "2 men" 
FAX — "Coquette" (T*) 
VTR — "Coquette" 
FAX— "Plug" (T) 
VTR— "Plug" 
FAX — "Ballet" (T) 
VTR— "Ballet" 

, 13 APRIL 

E.S.U. 

FAX— "2 Men" (S.L.) 
T.P. 

VTR— "2 Met 
Lunch 

FAX— "2 Men" (T) 
T.P. 

VTR— "2 men" 
FAX — "Album" (T) 
VTR — " "Album" 
FAX— "Travel" (T) 
VTR— "Travel" 
FAX— "Bedroom" (T) 
VTR— "Bedroom" 
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if the prompters (one for each of 
three camera? I hail been re-rentcd for 
each commercial. 

Trucking, a major .~a\ iirjz. was a 
big facf.r in effecting economics for 
another client Campbell Soups— in 
a series of da Mime commercial*. 
Ammalh. Cantwell points out, BBDO 
does not tape commercial for day- 
time fare because here the savings 
are usually greater in sticking with 
less elaborate live techniques right 
in the studio. But a series, of 1 1 
commercials for Campbell in the 
Peter hind llu\es Show on ABC T\ 
required an elaborate kitchen setup. 

The cost of these commercials 
would have been $000 a piece. But 
b) moving the equipment onl) once 
and taping the vshole series of com- 
mercials at once, it was possible to 
do them for $500 each. 

By and large, however. BBDO dues 
not reconnneiid taping daytime pro- 
gram except under unusual circum- 
stances. For this reason, a break- 
down of BBDO commercials follows 




TRUE TONES are big advantage of tape 
over live. In shot above, hasty lighting 
could have made gold watches look black 



roughh this pattern: Tap< — 10' I, 
li\e — 10','. film— 30^. 

Nighttime commercials, being more 
elaborate than their daytime counter- 
parts, sillier more from having to be 
lighted and rehearsed in the sched- 
ule of a live program, Cantwell be- 
lieves. Greater refinements of light- 
ing, scenic effects and product dis- 
play are possible, he says, when sev- 
eral commercials are done at once, 
the crew has warmed to the job and 
technicians become familiar with 
product setups. 

Added to this, he sa>s. are the ad- 
vantage- of group planning in ad- 
vance- and during taping sessions — 



at a saving of time to all concerned 
Editing refinements give copywrit 
ers greater leewav, he says. Copy 
writers at BBDO are advised to kcej 
live techniques, in mind, but they cai 
inject shots (ailing for cuts if the) 
first bring the problem to Cantwei 
and his staff. This procedure wa 
followed with a remote, cominercia 
for Pittsburgh Plate Glass taped la' 1 
Wednesday (8 April) for the Carn 
Moore Shou: Cantwell sees the edit 
ing breakthrough as a big stimulus 
to doing tape remotes hitherto iro 
possible. He cites automobile com- 
mercials as one example where com- 
plicated running action can be pieced! 
together with sections of tape. 

With editing and other technical 
problems no longer the hazards they' 
were but a year ago, the present and 
future of cutting tape costs hinges one 
your ability to tuck as many loose I 
ends as possible into one neat pack-J 
age. In short, the faster and neater I 
\our housekeeping job is, the more 
money you save. ^ 



6 WAYS BBDO SAVED ON TAPE COMMERCIALS 



1 REPEATS: Lire commercials usually can 
he repealed successfully only by doing 
much of the basic job all over again — lit e. 
Savings: 20% when tape is used. Two of HBDO's 
nine Name That Tune commercials were, planned 
jor repeats right from the start. re</uircd no fuss- 
ing and re-doing later on. 



4 TRUCKING: // costs $200 to move a sin- 
gle trtlckload of equipment to the studio and 
back to the warehouse, a big Inulget item. 
Savings: 70% uhcu nine Name That Tune and 
three Meet Me in St. Louis commercials were 
trucked jor $600: jor live production, the job 
would have cost around $2,200. 



2 



STAGEHANDS: Frequent assembling and 
mbling of crew burns up a lot of 
extra money in live commercial production. 
Savings: 50% on this item when IWIH) tele- 
scoped 12 commercials I counting two repeats) in- 
to two continuous sessions, pi as a day foi setting 
up and lighting all areas. 



5 



CAMERAS: 

time for lire 



Camera facilities {"fax") 



ials is based o 



hou r- 



Savings: 35 % /< 

team work on 
tents, 'A) various otlu 



"re needed, 
r.sions. due to ] ) better 
job, 2 I fewer test pat- 
solidations. 



LIGHTING: Individual setups ft 
commercials multiply technical jei 



live 



udio 



ml 



Savings: 60% ; 



, 11111)0 concen 
eus and put up 
in basic lights 21 hours in adram 
tiled rhubarbs when actual tup 



u facilities, 
■i ted 10 emu- 
II the neces- 
This eliini- 
began. 



6 SETTINGS: Design cost for two commer- 
cials runs $2.">0-300. Making commercials in 
small batches involves more specifications. 
Savings: 25% when specifications and design, 
time are wrapped into one bundle. Cost for 10 
commercials: $1,200 a saving of S.'iOO. (5c/ con- 
struction i osts stay about the same.) 



14 
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TV BASICS 



Season highlight: more hour shows 



^ Nielsen study of p.m. network tv show lengths Uilli<>s 
>S one-hour shows during a month in 1959; l\(> in 195JJ 

T Co in paragraph changes inehidc \auiii\i Line replacing 
tehind Closed Doors; Calif orniaits for George limns 



/Villi the network tv programing 
|!iicu|) entering its third l.'i-wwk cycle 
Sr this season, the general picture of 
Living show lenglhs looks like 
lis: 

(The 60-niinnte programs eame 
[rough strongly, as compared with 
st season, while the number of half- 
hit shows were reduced. 

. This was highlighted in a Nielsen 
Uly for spo.nsoh on a three- reason 
.mparison of sponsored nighttime 



The Ml stii.lv. twrri 
hour, per month: 

miow tv it \*m va 

I.vmiii. n'.j 
.'SO-min. I") 17: 



If 

I . 







Total hours: 267> « 271 
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L. THIS MONTH IN NETWORK TV 



letwork Sales Status Week Ending 11 April 




Average cost of network sponsored programing 



Cost Number 


Cost Number 


Cost 


Number 


Cost Number 


Half-hour comedy-var. 


Half-hour drama 




n comedy 


Hour music-variety 


$51,250 4 


$40,333 6 


539,643 


14 


51 1 1,875 4 


Half-hour mystery 


Half-hour adventure 




-Panel 


Half-hour western 


$36,500 8 


530,188 8 


527,250 


9 


538,165 17 



1 1 vi'HiL 1959 



2. NIGHTTIME C O M P A 



SUNDAY 

ABC CBS NBC 



MONDAY 

CBS 



TUESDAY 

ABC CBS 



HE 



ys' s 



HI 



Pi: 



3F* 



PR 



9t 



31 




2£. « 
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'(GRAPH 11 APR - 8 MAY 



CNESDAY 

|j NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ADC CBS NBC 
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SPOT RADIO is the most effective 
summer medium you can use because 
Radio goes where the family goes. 

Reach people-wherever they are, 
at home or on vacation- with SPOT 
RADIO. 



SPONSORED BY MEMBER FIRMS OF 



Avery-Knodel Inc. — John Blair & Company — Broadcast Time Sales 
Thomas F. Clark Co. Inc. — Harry E. Cummings — Robert E Eastman & Co. Inc. 
H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Company 
The Meeker Company Inc. — Art Moore Associates Inc.— Richard O'Connell Inc. 

Peters, Griffin, Woodward. Inc. — William J. Re illy Inc. 
Radio- TV Representatives Inc. — Weed Radio Corporation — Adam Young Inc. 
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:d programs appear during this period are listed \ens Special. C\\>. Sunday. 11-11:15 p.m. I Carter and 

well nith air dates. The only regularly scheduled pro- Whitehall* : Today. NBC. 7:00-0:00 a.m.. Mon.lay-Fri.la> . 

ams not listed are: Tonight, >,BC, 11:15 p.m.-l:00 participating: Xrtts f.lb". 7:l.V!5:UO a.m. and 8:45-0:00 

n.. .Monday. Frtdav. participating sponsorship:' Sunday a.m.. Monda^Fi i.h-n . \H time- an- l.aMem Standard, 



Topeka has 
J TV Station 
WIBW-TV is it 



That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 

like 
WIBW-TV 
SATURATES TOPEKA 



ALL DAY- 
ANY DAY 

survey-proved WIBW-TV 
tops all competition! 



NCS 3) wiih 349,300 $. 



Share of Audienc< 

In Area (NCS A3) 



WIBW-TV 

CBS - NBC - ABC 

Channel 13 Topeka, Kansas 



National and regional buys 
work noiv or recently completed 



TV BUYS 

The Procter & Gamble Co., Cincinnati, is prepai iug schedules in 
lo|) markets for its Kill home permanent. The schedules start late this 
month for an indefinite run. l.D.'s during nighttime segments are 
heing purchased: frequencies de]ieud upon the market. The Inner is 
Dorothy lloughey: the agenex. is Grey Advertising \gency. Inc. N.Y. 

General Foods Corp., Jell-0 Division. While Wains Y V.. i* enter- 
iu« major markets for its Calumet linking Powder. The schedule? 
begin this month for six to eight weeks*, depending upon the market. 
Minutes during daytime period? are heing placed: frequencies vary 
from market to market. The Inner is Hill Croke: the agene\ is Foote. 
Cone 4. Helding. New Y.»rk. 

Carter Products, Inc., New York, is lining up schedules in major 
markets for its \rrid Whirl-In deodorant. The campaign Marls this 
month, runs for 26 weeks. Minutes during d«\time segments are he- 
ing placed: frequencies depend upon the market. The Inner is Greg 
Sullivan: the agenc) is Ted Hates & Co.. New York. 

The Pharma-Craft Corp., Snh. of Jos. Seagram S. Son. Cranhurv. 
Y. J., is planning a campaign in about 10 markets for its Fresh 
cream deodorant. The 15-week schedule begin* 20 April. Minute 
and 20-s-econd announcement-, during both dtnlime and nighttime 
slots are being purchased. The Inner.- are Mario Kircher and Carrie 
Scnatore: the agency is J. \\ alter Thompson Co.. Yew York. 



RADIO BUYS 

Esso Standard Oil Co., New York, is going into lop markets with a 
pre-suinmer push for its Fsso gasoline and oils. The schedules are 
short-term, begin 10 April. Minutes during traffic periods and week- 
ends are heing used: frequencies \ar\ from market to market. The 
Inner is S; Cordis: the agency is McCann-Fi icUm. Inc.. New Wk. 

Gerber Products Co., Fremont. Mich., is kicking olT a campaign in 
major markets for its CerbeFs bain foods. The 10-week campaign 
Marts this, month. Minutes during daytime segments are being 
placed: frequencies depend upon the market. The Inner is France- 
\elthn\s: the agency is DWi'cy Advertising Co.. Vew York. 



General Foods Corp., 1 !ii<l- 
tialing new schedules in maji 
vegetables The schedules si 
Minute? and I.D.'s during da 



ii kt t 
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Div.. W hite Plains. N. Y„ is ini- 
rkcts for it- liirds F>e fruits and 
lis month, run for eight weeks. 

segments are being slotted: fre- 
ket. The Inner is Lorraine Klip- 
& Kuhicam. Inc.. New Wk. 
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This is an orange . 




They are different and cannot 
be compared. (Some people say 
the same thing about TV com- 
mercials and magazine ad pages.) 



Applesauce 



Now you can compare 
magazine ad pages with 
TV commercials ! The new 
Saturday Evening Post 
study of Ad Page Exposure 
-conducted by Alfred 
Politz - actually measures 
the number of exposures 
to your ad page, gives you 
the first valid cost compar- 
ison of magazine and TV 
advertising exposures! 



One juicy comparison (for instance) 




Cost per thousand 
exposures to a bl ack an d 
white ad page in the Futrai i : 90 c * 




Cost per thousand exposures 
(viewers) per minute commercial 
on the average nighttime 
network TV program: $1.96** 

Sticky corrolaries: 

What happens to your cost per thousand if your"top banana"slips? 
What if the viewer you buy goes out of the room for a kumquat 
during your commercial? 

•Based on the onetime cost of a full page, black and white, and exposures to readers 15 years of 
age and older. 

"Based on average net cost and homes reaehed for all nighttime network programs of S3. 54 per 
thousand homes and an estimate of 1.8 viewers per set 1G years of age and older. 



sure as the good Lord 
made little green apples 
this much is a fact*: 




...yes, 29 million times 
each issue someone turns 
to your ad page in the 



POST 



*It's a fact and documented by age, by sex, by income, 

by education, by city-size, by geographic location, by 
all the health-giving information that allows you to 
plan for the most succulent return on your ad dollar. 





Ad Page Exposure 

goes smack to the core of your 
advertising effectiveness ! 
See it! Study it! It will do things 
for your advertising campaigns! 



Ad Page Exposure 
. . . pioneered by 




llion times each issue, someone turns to 
your page in the Post. That's Ad Page Exposure! 



ANDREA 

|(C«»/V from page 39) 

ptrnng enough in keep him on the 

krat-k while he's looking 

"Trumpeting n qualilv story alone 
won't work, Mid conditioning is a 
subtle thing, too. I'p to lliis point. 
Mulrea's advertising had been en- 
tirrlv in print. 1 >i ■ t tv set claims sound 
too nnieli the same in print. The con- 
\iction and personal enthusiasm of 
the spoken voire have a heller condi- 
tioning elTeet. Thev also create a 
mail and phone response which helps 



■ the 



in k t 



and 



cUu 



In working out a broadcast srhed- 
ule (after radio was picked to do the 
major job) another consideration 
had to he weighed. Savs llirschberg. 
■'We had a feeling that the so-called 
qnalitv market exists elsewhere than 
in higher- income or meticulous]) 
educated groups. There's a strong 

qnalitv products, and a diverse >ehed- 
ule is called for." 

Aecoinil executive David A. iW 
man outlines the buys and the halance 
of appeals: 

. For the "good music lover": 

U Q\li. \viv York. Fifteen 60 
-croud spots per week immediately 
preceding and following the News 
on The Hour. 

The Coneerl \elreork. Twelve 60- 
seeon.l s|,ol> per week on WXCX. 
New York: WISCY lioston: WUCX. 
Hartford; WXCN. Providence- all 
fm stations. 

UCRli. Boston (AM & FM). Two 
half-hour musical programs per week: 
Thursday. 8-8:30 p.m.: Saturday. 
10.15- 11 p.m. Six 60s. scheduled one 
per afternoon. Man. through Sat. 

• For that segment of the quality 
market in the •'upgrading" throes: 

IFMCA, W York. Barry Cray 
Show, one five-minute newscast, five 



night- a week, at I I :.!<) p.m. Mi 
opening and closing tag pin- 60 sec- 
ond* of commercial in the middle of 
the news. 

Meanwhile in the print media 
Esquire was allotted oik- column per 
month: the W ) ork Times \lapa- 
ztm: 3 3 page black-and-white once 
a mouth. 

The quality, custom-made, pcrform- 

poMcard requests to the factory for 
dealer lists wcie sug^Mcd. \ .".0.60 
.•aid response was noted at the out- 
set, continuing for some lime. 

On radio, dealers were ahlc to 
take advantage of dealer tags at the 
end of the s }ml ,. Vholit 2:> dealers in 
New Wk and a like number in 
Boston are doing this. Money is co- 
oped with the sales manager in each 
disti ihntion area. 

At first copy halance was almost 
.">0-.->0 for stereo ami tv. Neuman re- 
ports, but when the response showed 
an overwhelming stereo preference, 
the >lcreo emphasis was cut hack to 
10'; until production could catch up. 

This immediate reaction showed 
\iidrea he could not only step-up 
stereo production hut could safely 
introduce a second stereo model as 
well. Since the beginning of the 
campaign last September, he has in- 
troduced two new stereo models ami 
one new tv model. 

In all. Andrea feels he lias been 
able to: 

• Maintain price stability. 

. Maintain parallel sales and vol- 

• Condition consumers to his fran- 
chise setup. 

. Give dealers a tool for measur- 
ing response. 

Frank A. 1). Andrea chose to spe- 
I Please Inrrr In page 66) 



"JAXIE" says... 
LEST OIL 

cleans up willi Spots 



° O 

O o O 



Lestoil has joined the Honor lioll 

of Advertisers who rh \\ 1 G \- 

TV to carry its ^le- mc**ag< . to 
more than a quarter-million I lori- 
da-Georgia 'I \ home-. 

used to introduce I.c-toil in this 
new" market and these s|„,t> 
combined with \\ FG \- IV- top 



prov ,,lc 
strong selling power for LctoiF, 
fine all-])urpose liquid detergent. 

"Jaxie" is proml to have l.estoil 
and the Jackson Associates, Inc. 

list of prestige advertisers. 

NBC and ABC Programming 
Represented nationally by Peters. 
Griffin. Woodward. Inc. 



POST AD STIRS TV CRITICISM 



The Saltifday Evening Post ad at left {and on preceding 
pages) is challenged by many Ir men. Read rebuttal by 
exec. r.p. George Huntington of Ti ll in next week's issue 
of SPONSOR, and turn to page 10 in this issue for a dis- 
t Commercial Commentary. 



WFGA-TV 

Channel 12 

Jacksonville, Florida? 

FLORIDA'S 
COLORFUL STATION 
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With more stress on male preferences, SPONSOR ASKS: 



What constitutes a good man's 



With male audiences increasing 
in importance for many of to- 
day's advertisers, experts examine 
basic appeals for men's programs. 

Tom Villante, s/w/s director. Batten. 

Barton. Durstine & thborn. Inc., \ eu Yorh 

The way to reach ami -.-11 

men through the medium of tele\ ision 

show-. This has been true since the 
innovation of television. 

\u advertiser ran bin full or half 
sponsorship of a top .-porting e\ ent 
and get exeollenl male expoMire. a 
fair < ost efficiency, and prestige. He 
also establishes an important as-o- 
cialiun for hi- product which creates 
a lovaltv inllnenee among hip malt 
viewer.-. \nd don't sell this }„ u .ltv 
factor short! This is the intangible 
which akav- lias made -ports show- 
a good television buy. It was tieason 
for a Dodger fan to' smoke any other 
cigarette but hnekv Strike or drink 
am thing but Schaefer beer! 



The most popular method of reach- 
ing today'- male market is with the 
combination form, namely, buying 

show- n-nalh of the western or pri- 
vate eve types! \nother approach is 

around sports and action -bows. 

To -nm up. all action shows are 
good but sport- are a particularly 

g 1 way of motivating the male 

audience. Sports shows generally 
prill large audiences, so you net good 
exposure. 

The cost efliciencx is not a- good 
as it was. but po-sibh film buys 



would tend to mitigate this dilliculty. 

\ nd finally, and this is extremely 
important, sports shows have a strong 
prestige factor. The sponsor's prod- 
uct is intimately associated with the 
nation".- greatest contemporary heroes. 
\\ hat better implied endorsement or 
testimonial can a sponsor ask for? 

Harry Wismer, sport* ImmJcastcr, 
Sport Thrills ( ,f llm Century show. 
Sm< York 

\atnrallv. it is well known that 
men, bv and lame, prefer action 
shows. However, in my experience, 
one tvpe of action show looms head 
and broad shoulders above any other 
kind. Men prefer the type of action 
that tbev themselves can identify 
with. In other words, real action, 
not the fictionalized vaiietv. 

Western action is fiction, and to 
are detective dramas. This is not to 
say that they do not offer many 
solid entertaining values. I!nt all fie 
tion that the man eannot deeplv iden- 
tify with is .piieklv forgotten.' West- 
erns don't produce the impact and 
empathy that is the result of real 
action. 

What is real action? 

Sports action, of course. Sport* 
action is out of real life. It is eon- 

who'm the man ha- known or known 
about for years, whose live- he's fob 

and on radio and tv sports shows. 

The average man cannot identify 
with motion picture or tv stars. Their 
lives are loo different: thev live in 
different worlds. But sports are elo-e 
to the lives of alino-t even man. He 
has participated in a vaiietv of sport- 



l.ov. 



id > 



some spoils when tbev are older. 

Sports and sport heroes are within 
the realm of am man's projection of 
himself. 

These athlete* are the true heroes 
of the average man: the men he ba- 
niost identified will, both a- child and 



Emphasis oi 
sports aclioi 
and sports 



man; the kind of heroes most n 
daydream of being. 

.My- current sports series. Harry 
Wismer's Sports Thrills of the Cen 
tiiry is an interesting case in point. 
Each week 1 introduce films of the , 
greatest and most unusual events in 
sport history, covering every phase 
in the recent history of athletic con- 
tests. Actually, this series is a dis- 
tillation of the greatest moments in 
sports, and the producers and myself; 
edited thousands of feet of sports, 
films and newsreels. 

These films invoke another ingre- 
dient of a good man's show: \os- 
talgia. Some of the films like the 
Walter Johnson Story, the Red 
Grange story, the 1920 Olympics, 
bring back pleasant memories and 
associations to the male audience. 
They turn the man's thoughts to the 
happv davs of his \outh. when he 
was 'free 'of eare and worries. A 
man's first ideals the sports heroes 
of his youth are among the most 
pleasant subjects for an action show 
imaginable. 

While men enjoy all good action 
shows, it is sports action that pro- 
duces the most enduring values for 
sponsors. 

Raymond K. Maneval, '•/> eAnr.M 

oi mcthoilofazY. Scheruin Research Corp.. 
Xetc York 

The steady urbaui/.atiou of the 
\meriean male, and the gradual 

are necessarilv rellected in entertain- 
ment. Kntertainment of all types ha? 
changed in keeping with this pattern, 
ami today the gulf between what a 
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show? 



man might want to see 
and t lie actual choices ; 
Hide one. 

I nder these coitditiu 



would 



that the 



seek in; 



half- 



> much hotter 



male audience should 
way. He should present entertain- 
ment that is frankly male and not 
make the mistake of neutralizing it. 
If he wants a strictly male audience. 
In this way he will gain the honest 
loyalty of the viewers to hoth the 
program and product. 

> j " • 1 1 - priigram- are die kind 
of entertainment that ar 
liked by men than wo. 
resent a good eost-cireu 
Straight dramatic and mystery shows 
(especially those of the private-eye 
type! tend to sit well with male \iew- 
ers. hut often are not as boldly male 
as they should he. Westerns have a 
dual appeal, attracting, on the aver- 
age, both men and women about 
equally. 

Sponsors, who wish a mixed audi- 



Programing 
that is 
frankly male 



entertainment slant that is too femi- 
nine. Situation comedies, with their 
emphasis on women, do not do a» 
well as a class as the more strenuous 
type of show. There are naturally 
exceptions to the rule. \lso. quiz 
^h„us tested by Sehwerin Ue.seareh 
Corp. were consistently better liked 
hy women. The least appealing to 
men's tastes is the musical variety 
show, though, again, there are ex- 
ceptions. 

In general. I'd say the best type of 
male programing is that which is 
strong and dom'mantly masculine.^ 
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WCTV Solves 
Another Problem 

for a district manager 




Daw's sales skipped markets lie 
knew had people. 




Hi;- sales manager was a most 




Joe llosford showed him that 
]>j« < il\ cov erase is not enough. 
»aid \tlanta is 212 mile* awav. 
and Jacksonville is 15H, sug- 
gested thai he use WCTV to fill 
the gap. 




Now Dave has fnn on weekends. 

WCTV — 

forNorlh Fla. aii.l Smith Ga. 

joim 11. mm 



ANDREA 

( Cont'd from page 61) 
rialize in the quality tv and stereo 
market, with all its problems, because 
of consumer attitudes, he had been 
aware of -and often ahead of— for 
12 >ear... The famous FAD A radio 
of the 'Ml'* was one project of his. In 
fact. Vndrea's manufacturing career 
is part and parcel of the history of 
listening and viewing. 

\iidroa bad a hand in designing 
tools and parts for the first prototype 
model radio from plan? brought to 
the V. S. during World War I bv an 
escaped German armv engineer. 
When Leo DcForest contracted to 
build the receivers. Andrea was as- 
signed to supervise the job. 

After the war. he embarked on the 
manufacture of crystal sets. Then 
Dc Forest invented the audion tube, 
and the crystal set was doomed. 

Quickly . \ndrea switched to the 
ma mi fact urc of parts that would be 
needed in building radios using an- 
dion tubes. His quick action put bun 
| on the crest of the demand. 

The best radio receivers in 192?. 
were boasting of super-heterodyne 
circuits, hut thev were extreinelv 
noisy. W hen a Professor L. A. Hazel- 
tine of Stevens Institute contacted 
\ndrea with a quiet '"neutrodviie," 
he was soon turning out neutrodviie 
sets bv the thousands. So successful 
was Andrea's business that he re- 
pntcdlv turned down a So 1 million of- 
fer made bv Wall Street for a 1 3 
interest in bis business. 

1.. 1927. RCA won a court ease 
out the neutrodviie circuit, and 
\n.lrea. after agreeing lo pav KC A 
ouc-half million dollars for licensing 
rights, continued to maun faeture ra- 
dios of his own design and market 
them under the FAD \ label (from 
the initials of his name I . He sold his 
business in VKVl. in the depth* of the 

Television brought him out of re- 
tirement. In 10,'W. he marketed a tv 
kit. but soon saw that tv would have. 

possibilities. So in 1939. lie pro- 
duced a tv console model. It sold 
for "S700 uninflated. prewar dollars." 
lie's been in the "quality market" 
ever since, and now with a banner 
sales war under his belt, plan.* expan- 
sion bevond the \ew York- New Jer- 
sey-Xew Fnglaud area with corre- 
sponding production increases. ^ 



SPOT PAPER JUNGLE 

I Cont'd from page 41 l 
tions, only their bills don't always 
mention it. Some stations bill with- 
out sending along affidavits of per- 
formance: such bills must then be 
returned. Occasionally, stations are 
delinquent in billing. Sometimes an 
invoice covering something that was 
overlooked mav conic in a month or 
two later. 

"There also is a tendeney."' Muller 
went on. "of some stations to hill on 
a weekly rather than a monthly basis, 
despite the fact that the agency bills 
the client monthly. Thus at the end 
of a month a station's invoices mav 
haw come out for something lik< i- 
3 7 weeks rather than a simpler four 
weeks in Jub and five weeks in 
\ugust.'' 

From time to time, stations com- 
plain that agencies are slow pav. vet 
they themselves are often the prime 
contributing factors to the delav. 

"Better bookkeeping at station? 
would help." sav? \1 Longo of JWT's 
treasurer's office. "If stations abided 
by the time orders sent out by asren- 

would be much more simple when 

As things now stand, agencies have 
the feeling they are doing much of 
an individual stations' bookkeeping. 
It is comparable to a family with a 
charge account at a department store 
having to do the store's accounting 

One media head attributed about 
70' < to .">()',' of payment arrearages 
to .stations to station bookkeeping. 
•AW could use Chinese bookkeepers 
to figure out some of their bills. In- 
voice-, frequently have no relation to 

the stations bookkeeping for them — 
a wasteful duplication of effort." 

Of course, there are other reasons 
for slow pav: agencies may run out 
of cash, have to make loans or collect 
from clients. Hut station hills are 
prime trouble. 

Ml these tangles resulting from the 
non-uniform and often inefficient in- 
voicing, have effects on the agency 
going beyond the department which 
lias to cope with them. The paper 
thunderbolt* can wheel around 
through checking and accounting de- 
partments, land right back in media. 

" \t Hates." says that agency's vice 
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the most watched station in Sioux City . . . 

KVTV channel 9 
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JIM LEWIS 



Popular air salesman 




Another Reason 

KXOA 

,no. r, 

DYNAMIC 

SACRAMENTO 



Pulse Oct. '58 (latest Metro) 
Rep: McGavren-Quinn 
VP-Mgr: Howard Haman 




SPOT PAPER JUNGLE 

I Cont'd from page 66 1 
president and comptroller William 
Haiti), "we alwavs tr\ lo keep esti- 
mate* and hills in accord ai all times. 
It is the only way a limehmer can 
know exactly how much money re- 
mains in a budget." If an agenev 'f 
hilling dc]iarl)ncnt is still struggling 
lo decipher station bills Iwo month* 
after a campaign, the Inner in media 
has little chance to know what he 
' .in i 1 1 \ < 1 in tin' iiiaI i . iniji. iLn. 

Last week's installment told how a 
central hilling operation could work. 
I ntil smell a thing comes along, how- 
ever, moM agenev men invohed in the 
aftcr-ihe-caiupaign aspects of a spot 
bin feel that the answer could lie in 
a station representative hilling for his 
stations — provided he bills compe- 
tently and accuralelv. Such a pro- 
cedure is now being handled in at 
least three reps- The Kat/ Agency. 
Branha.n and CBS Spot Sales. Since 
the Kal/. system was singled out hv 

is the way il works: 

• By the eighth of each month. 
I The Kat/ \gcucy sends out an aver- 
I age of 10.000 hills to agencies rover- 
' ing np to 150.000 individual spot 

• By the 15ih of that month, all 
j client stations are paid in full for 
1 preceding month, whether agencies 

have paid Kal/ or not. 

• Due lo the complexity of rale 
cards. Kal/ maintains 15 experts on 
rales in ils billing depai I merit alone. 
\l the end of a mouth. oul\ from 30 
lo .">0 adjustments are made in Kal/ 
computations less than one percent 
margin of error on the total 10.000 
bilk i If this article previously 
hinted thai stations were the sole 
offenders in bookkeeping errors and 

I that agencies were infallible, it is 
| onl\ fair lo sav here thai Kal/ sends 
from 100 to 200 letter* a month to 
agencies correcting their errors i. 

• The rep (inn maintains a \ew 
York contract department of 12 peo- 
ple. They make up orders and < heck 
rates and conditions for the agencies. 

• The kal/ bookkeeping depart- 
. meut composing eight people, jinalv- 

' eralh em ers the 'range of accounts 
pavable work. 

• The combined accounting de- 
pai Ituenl handles a* much \ohnne as 



many of the top advertising agencies. 

• When Kal/ pays a station, it i 
deducts its commission at that time. ' 

The advantages of such a sv stem to 
the agencies are fairly obvious, When 
an agency, for example, finds a dis- 
crepancy in a hill from a Kat/ sta- 
tion, a single phone call to Kal/. will 
straighten it out. Otherwise there 
would be length) correspondence 
with, long distance calls to an indi- 
vidual station. 

On the other baud, stations repre- 
sented by Kat/. get their money quick- 
ly and without dickering with indi- 
vidual advertising agencies. They 
simply send their affidavits to their 
representative and collect from him. 

To trace a sample time order 
through the Katz agenev : 

fl I Salesman gels order. (Kates 
have already been checked through 
by a call to the rep firm accounting 
department ) . 

(21 Back al office, salesmen clear 
time with station?.. 

(3) Salesman's penciled instruc- 
tions go to accounting department. 

( I) Within 2-1 to h"> hours, eopie? I 
of completed orders have gone out to 

etc.) with information as to rates, j 
contract vear. rebates. 

(5) Kcp billing section cheeks 
service from station logs received) 
daily; omissions and errors are 
picked up as soon as thev occur. 

(f>) \t monthV end. stations send" 
affidavit* to Kat/: Kat/ bills agencies 
after clearing corrections, if anv. 

C7) Payments to stations go out 
on 15th of month. 

(P.) Kal/ receives payment froir 
agencies, after which it checks agen- 
cy's schedule, for discrepancies. 

There may be no single answer t( 
every problem of paperwork involve! 
in a 'spot bin . Hut some answers sucl 
as the Kat/. billing system, the TV* 
SUA standard confirmatinn-coiitrae 
form, the simplified rate cards, elimi 
nation of double rates, antomatioi 
such as is in use bv VC,\Y an. 
numerous other innovations by vari 
ons reps, stations and agencies ar 
steps in the right direction. But the; 
are all somewhat individual step 
and many admen feel that miti 
everyone is in step, the problem vvi 
not be licked: uniformity and sin 
plicitv are the onlv final answers t 
making spot casv to bin . 
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THAT'S ALL IT COSTS TO STAY IN EUROPE! [ 



These two new KLM tour plans give you more seeing and 
more saving. For $10 a day (standard hotels) or $15 a clay 
(first class hotels), all Europe is your playground. With 59 
cities to visit, your choice of tours is almost unlimited! 
jYou'll see the sights you've heard about, and plenty you 
ihaven't. It's everything you could want in a trip abroad, 
for the price of an at-home vacation. Your non-stop KLM 
flight from New York to Europe is budget-priced, too. 
Example: visit G European cities for just $502.20 round 
trip. For complete details of these and the many other KLM 
tours available, mail the coupon. 
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AM ST 

(Omni from pay,,- Ml) 

12 vlif channels account for less than 
l'< of the total number assigned. 

While WIST covered the technical 
angles of re-allocation on a number 
of fronl.- il bore down heavil) on 1 ho 
dangers of obsolescence from lainper- 
in-i with tlie \hf status <]iio. 

1 hi public, particularly. Lindow 
stressed, has a huge investment in the 
promt tv .-ctup. Since 10 Id. il has 
spent more than M(> billion for new 
tv receivers and another ?0 billion 
on antennas. servicing, repairs, etc. 
In recent \ear> the public has been 
plunking down at least 1*2.5 billion 
annualh. 

A- fo. the broadcaster. FCC figures 
show that as of 1057. the vcar the 
latest figures are available, the orig- 
inal c.»M of tangible broadcast prop- 
ertv (excluding translator stations I 
came to S3 If. million. It is easilv 
i-bOO million now and in terms of re- 
placement value considerably more 
than that. 



Broadcasters ale involved in a bil- 
lion dollar business. In 1937, total 
broadcast revenues came to SO].'! mil- 
lion with total broadcast expenses 
coming to $7i!3 million. (Incidental- 
ly, 1057 was the first year the rate of 
increase of broadcast revenues over 
the previous vcar v\as considerably 
less than the rate of increase for ex- 
penses.) The 1T.7 revenue figure 
compares with S.'ttiLOOO in 1015, 
$6.7 million in 191!!. $ 1 06 million in 
1050. £711 million in 1955. 

From the point of the view of the 
advertiser, television is getting more 
than 13',' of the advertising ]>ie and 
look in >1.-:>(>0.000.000 from advertis- 
ers in 195ii. TVs share was 11 f ? in 
105.x 6', in 1052, 1.1 in 1010. 

Television's frequencies are well 
used and widely spoken for. the 
WIST presentation made clear. As 
of 21 Februarv 1050. there were 70!! 
stations on the air. including educa- 
tional outlets, satellites and trans- 
lators. There were another 216 au- 
thorized stations not on the air. And. 



finally, there were 01 stations v\here 
applications for construction permits 
are pending. This is a total of 1.015, 
of which 02 I are authorized. Of the 

I, 015. commercial stations totaled 
667. 

These figures, Liadow told the 
FCC, produce extreme!) significant 
facts about the average number of 
stations per tv channel. For exam- 
ple, the authorized stations average 
out to more than 11 per channel. 

It was 26 years after the birth of 
standard broadcasting before the av- 
erage am frequency loading came to 

II. an accomplishment tv achieved in 
11 years. By am"s 1 1th year, the 
average was six authorized stations 
per frcquencv. As for fm. after 19 
years the average for the 100 chan- 
nels conies to eight authorized sta- 

F urtbcrinore. taking onlv the vhf 
t\ stations into account, the average 
loading comes to 12 per channel. 
Fven am radio, now approaching a 
total of 3.500 authorized stations, can 
boast no more than 52 per channel, or 
frequency. It is interesting to note 
that these 3,500 are squeezed into a 
spectrum band 1 me. wide, which is 
one-six the span of onlv one tv chan- 
nel. 

"The growth in the number of tv 
stations.*" Lindow declared, "is even 
more phenomenal in view of the 
much greater cost of constructing and 

pared with a standard broadcasting 
station. As of the end of 1057. the 
.'1.076 operating non-network owned 
standard broadcast stations had an 
average investment in tangible broad- 
cast propertv of $100,575 and aver- 
age broadcast expenses of $125,900. 
\ll the same lime, the h°>5 operating 
iion-nelwork owned tv stations had 
an average investment in tangible 
broadcast' propertv of $871.iW)0 and 
had average broadcast expenses of 
$705,900.'" 

As a resiili of the rocket-like 
growth of tv. the WIST executive 
told the Commission, it now serves 
virtuallv the entire l T . S. population. 
Ilv 1056 more lhan 99 c '< of I . S. 
families lived within the service area 
of al least one tv station and 77 r e 
were within range of four or more. 
Today about !!5 to 9(V< of tv homes 
are served by at least lliree stations. 
With 50 million tv sets in 1-1 million 

I /'/<•««■ turn to page 72) 
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HOW VHF COVERACES COMPARES WITH UHF 




The Case of the Brand New 
Half-Billion Dollars! 




When WSM-TV started telecasting from the Central 
South's Tallest Tower (1408 feet above average terrain), 
over $1/2 Billion in Effective Buying Income, and better 
than 1/2 million people, were automatically added to the 
Nashville Television Market. 



HERE ARE THE FACTS AND FIGURES: 



The New 
Nashville Market 

Population 

Effective 
Buying Income 



Total 
(New Tower) 

1728,800 
$2,074,487,000.00 
$1,519,052,000.00 

5 AND A 40.5 SHARE TOO (FEB. '59 / 



Gain 
(New Tower) 

546,700 
$568,875,000.00 
$413,981,000.00 



If you want to garner your share of that $1/2 Billion, use 
WSM-TV, the station that has expanded the Nashville 
Market by better than one-fourth. 
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Kach vhf channel smim a 
don- population. Kveu t'oiw 
WIST estimates put the avei 
channel at ."<) million poison.- 
11H 1 alone overs nearlv «7 
persons and no channel' sei 
than 22 million. 

While the uhf eha.i 



Chan- 
million 
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pare in coverage to the vhf stations, 
tl.ev still add up to a substantial to- 
tal. One WIST exhibit showed that 
71 of the !!."> uhf stations now on the 
progn 



of n 



e than 321,000 



able but AMST is not in favor 
ting uhf channels go unless ar 
propriale" nninber of v's is gotten in 
exchange. 



AMST is particular]) 
ie proposed shift to a 



s pe 



posed t 
o an all-uhf I 
of such a shift,, 
AMST showed using data from tl 
TASO studies, would be to remo 
good (|ualit\ l\ sen ice from 25 r r 
the total area of the L.S. And this 
coiiserv ali\c. for it assumes the cover- 
age factors of low-band uhf onlv 
\ctuallv. an all-nhf service woi 
dude high-band uhf stations 
and the latter provide less coveraae 
than low-band sen 

The comparison, which describe* 
specifically the coverage lost if i 
uhf station on channels M to 40 w 
substituted for even operating "v.' 
pointed up the fact that some state 
would suffer more than others. I 
example. 12',' of Iowa would lose 
service. W, of Mississippi and 34 r , 
of M'kansas. 

WIST conceded that under theo 
reticallv good conditions uhf signal 
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for every 10 "food dollars" spent in 
Indianapolis Trading area . . . there 
are $14 spent in its Satellite Markets. 

More mouths to feed mean more money being spent 
for groceries . . . and there simply are more people in 
the Satellite Markets than in the 18-county Indianap- 
olis Trading Area. That's why this big Mid-Indiana 
television market is different . . . you can cover all of 
them with WFBM-TV. 

Where else will you find satellite markets that arc 33° ' 0 
richer and 50° 0 bigger than the Metropolitan Trading 

only basic NBC coverage of America's 
13th TV Market — 760,000 TV homes. 




average counties. 1,000.000 population— 350,600 families with SO," 
television ownershipl 

*•*• -'*" 11 SATELLITES — Each market within WFBM-TV's 
verified coverage ... Marion • Anderson . Muncie • Bloomington 

• Vincennes • Terre Haute • Danville, Illinois • Lafayette • Peru 

• Logansport • Kokomo. 



Zone itself? Where else do you find such a widespread 
area covered from one central point . . . and by just 
one station with no overlapping basic affiliates of the 
same network ? 

WFBM-TV dominates Mid-Indiana, because it is the 
only basic NBC outlet penetrating this market. Nielsen 
Coverage Study "3 confirms these facts . . . and we're 
proud of our ARB. Let us show you how to test 
regional marketing ideas with amazing results. 

Represented Nationally by the KATZ Agency 
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I miniated characters for l\ 
Hajlgie .Mucins, vdm lu.s been live 
n Canada for IVnuinglnn for some 

Test ( uinpa i<jn> for 1 lit- 1 r books are 
1<>v\ going on in five radio and t\ 
millets. Thev vC.II also IW > m«»*. 
.apers and billboards, and haw plans 
i) push with point of purchase ninte- 
ial in bookstores as well as then 
>lher non-book ontlcls. 

IVimingtuli Press is a subsidiary 
if Merrick l.ilhog. apln of Cleveland. 

in | 11 s : 

• Italian Suiss Cob. in W ines 

as swung into a full-seal.- spring 
ninpaigu to promote all of its wine 
fpes in Ho top market-. The plans: 
caw concentration of e\ cuing tv. 
ia full sponsorship. 60- and 20-sec- 
ihI spots, I.D.'s and din time ra- 
it). A total of more than 12.000 ra- 
io -pots and 2.000 tv spots will be 
ired during the campaign. Agenev : 
h.nig-Cooper. I larrington & Miner. 

• Melnor Industrie* will feature 
. s neuh -designed garden sprinkler 



\ui -i »■ »t t\ in 27 ui.iiket-. with a 
campaign to nm through the Spiing. 
Vgenev : Smith Cm-nlaiid. 

. W. I - . SehraflVs X Son, 
Corp.. ean.lv manufacturer,-, will 
make its bow in uelwo.k h via M!C 
l \ 's Jack I'aar Show. The bin re- 
sulted from SehrafTt's recent spot l\ 

\'alenline'.s |);i\. The present cam- 
paign will continue through Christ- 
mas. \gene\: Kiehard K. ManolT. 
New York. 

Winners: Kay-O-Vae recently held 
;i "Hatlio Vnnouncer's Top Ten" con- 
test for all announcers on the 129 
stations earning its schedule. The 
top tun: Charlev Cieer. from \V \K\\. 
\krou. and Robert Luck.kCI .Mono- 
lulu. 

Strietly person nel: Mark W". 
Crcsap. Jr.. elected president and 
chief eNecutive officer and GvvilvniA. 
I'riee. eliairnian of the board of 
Westinghouse Fdeelrie Corp. . . . 
Harry E. Wl.olley. appointed \.p. 



h.i ;nU, Uismu ...id \\ a.reo hial/k. 
promoted t„ aiUrriWnp inaiui-e, b„ 
Vui. li.au Home Food- . . . .)...• 
K.da. John Vrehil.ald. Richard 
Falcon ami Kiehnrd IlelTner. to 

Morse International. In... a- .ice it 

exeenthe- o„ product- of it- ,«,,,„ 
c... \ h k Chemical. 



AGENCIES 



Koli.rt I!. Mini. KA*&It presi- 
dent, cm i-ioiiing hIkiI Mould 
happen if all ad\ rrlis'uig stopped, 
noted these economic factors at 
a meeting of the San Francisco Ad 
Club: 

1 I Crippling cutback-, in production 

of autos and other c.u-umer 
goods; 

2 l National maga/ine price- skv rock- 

eting to §1.7.1 Sundav newspa- 
pers to SI. -10; 
'A) Mounting uneiii|)lov ment in in- 
dustry business, publi-hing and 
i /'leant' turn to page !!2i 





Dear Bart: 

Since we regard you as a vital part of our "Budweiser Family*, I thought 
you would like to know that in 1958 we were the only wholesale distributor 
of national premium beer in this market to show an increase over last year. 
We sincerely believe our advertising on HRQ7 is largely responsible for this. 

When we first went into radio back in 1955, using only your station, we 
operated three route trucks, one special delivery truck and ranked 2nd in 
the market, with our competitor selling almost 2- to-one over us. Today we 
operate five route trucks, three special delivery trucks, run our own trailer 
trucks, and rank #1 in the market by a substantial lead over our closest com- 
petitor! 

Frankly, I wasn't really sold on radio until after our first 13 weeks back in 
'55. When I told our salesmen we were giving the show up, they shouted KOt 
so unanimously.... they said everyone they talked to and called on was listening 
to i*....I changed my mind. Since that time, we've expanded our advertising 
on WftQV to include spot saturation, Dodgers Baseball and participation in 
other personality shows on your station. 

This past year even though we went into television, we felt we couldn't main- 
tain our dominance in the market and our steady yearly growth (whick runs much 
higher than the national average) unless we could maintain our saturation sched- 
ule of spots and programs on WflOT. Today we spend about 60% of our total ad- 
vertising budget in radio, and I know you'll be pleased to learn that WR07 will 
get approximately 80% of our total radio budget. 

Jerry Joynes, who has been our personality for the past four years, and your 
other personalities who have carried the Budweiaer story to the public, have 
the knack of sounding so convincing, we feel they work for us as much as they 
do for you. We think we've got some mighty fine salesmen in Jerry and WROT 
and we want to keep them on our payroll for a long timet 



B 0 V A DISTRIBUTING CO., INC. 

1001 THIRD ST., S.E., ROANOKE, VA. • PHONE No. Dl 5-8874 



Use these WROV personalities and 
ROANOKE will love yon! 
KEN TANNER • BARBARA FELTON 
JERRY JOYNES • LES DAVIS 
JIVIN' JACKSON 



WROV 

ROANOKE, VIRGINIA 

Burt Levine, President 
rr/itru-nlril by Jock Mash t~ Co., Inc. 



PUBLICATIO 



What's happening in U. S. Covei 



* WASHINGTON WEEK 



I APRIL 1959 The Federal Trade Commission is depending on the public to put the finger 

c«»»riiKt itst on allegedly misleading commercials and not on its own radio-tv monitoring unit. 

This was apparent in the testimony by FTC chairman John Gwynne before the House 
Appropriations Independent Office subcommittee made public this week. 

Gwynne disclosed that as a result of the public's activity the applications for complaints 
have been zooming. In fact, there's a backlog of J, 100 eases to he investigated — or 
about l'/3 years of work at the present pace. 

What the FTC would like is $6,975,000 lor the coining fiscal year -an increase of 
$460,000 — some of which would be used to build up the monitoring staff. This staff, whose 
function is to check the complaints via kines and audio tapes, now stands at one man and two 
assistants. 

About $40,000 would be put to testing products, especially those involved in cosmetic and 
drugs advertising complaints. 



The FCC, on its own motion, has reopened the Miami channel 7 cxise to con- 
sider whether the license held by Biscayiic TV should be cancelled for improper 
approaches to one or more FCC commissioners. 

The FCC has already held renewed hearings on Miami channel 10 and Boston channel 5, 
and waits for a green light from the Appeals Court for the same sort of new look at Orlando 
channel 9. The Miami case is the first it will rehear without direction from the courts. 

The FCC has set out the same sort of issues as in the earlier cases, based on information 
dug up by the House Commerce Legislative Osersight subcommittee. If this turns into u 
precedent, there could be rehearings of a large number of tv cases. 



On request of iNBC, the FCC put off until May 8 of filings in the proposal to 
extend operating hours of daytime radio stations to 6 a.ni.-6 p.m. when sunrise is 
later and sunset is earlier. 

NBC had asked for five months from the time of the notice of the proceeding, which 
would have meant a delay to June 12, since 5 months had been given on the proposal to per- 
mit da) timers to operate from 5 a.m.-7 p.m. FCC turned that one down. 



The National Labor Relations Board has ruled that it N pcrmissuble for a 
union to picket a radio station, with the aim of turning advertiser* awa> from the station 
and turning the public away from products which advertise on it, e\en though the union 
doesn't represent the station's employees and doesn't seek to represent them. 

1BKW represented employees of WKRG, Mobile, in resisting efforts of the management 
to put in combination announcer-engineers, but lost a collective bargaining election thereupon 
called for by WKRG. 

The union said other Mobile stations want to put in combo operation, and that it is pic- 
keting to divert business to them, so as to protect the working conditions of its members at 
the other stations. 

That was the argument on which NLRB put its seal of approval. 



iPONSOR • 11 APRIL 1959 



17 



Marketing tools, trends, news, 
in syndication and commercials 



FILM-SCOPE 



II APRIL 1959 
Cwyrlght 1859 
SPONSOR 
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will SI 



v look c 



i the three 



ion of film spending by i 
i these three leading categories in syndi- 



; Continental Bale- 



Tlit' influx of tobacco money into syndication 
big categories anion*: national spenders in 1959. 

\ ou ean tell a great deal about the changing eomple: 
the station lists of the biggest national spenders 
cation: 

1) FOOD: Kellogg's hi 190 markets; Nestles in 80; Nabisco i 
ing in 75; Carnation in 50; Fillsbury's in 30 and Armour in 20. 

2) BEER: Budweiser in 90 markets; Pabst in 50 and Schlitz in 

3) TOBACCO: Camels on close to 100 stations; Luck) Strike c 
20 and Tare) ton on 16. 

But note an entirely different distribution of sj ndieation spendinj 
tiscis as shown by this rundown of key spenders: 

ll Beer: Falslaff in 66 cities; Ballantine in 36; Olympia in 45. 

21 FOOD: Chain stores include Colonial in 21 markets, Kroger in 20, and A & P and 
Safewa) in under a dozen cities each; food products include Blue Plate in 23 cities. 

3) GASOLINE: Amoco in 59 eities, Conoco in 65, Standard-Chevron in 63 and D-X 
miii ray in 50. 

There are still a number of syndication and national spot spenders who bowed 
out of the medium in the last )ear or so that arc still missing. 

Four big ones are Ha nun's beer, Nationwide insurance, Wilson & Co. and Heinz. 



44; Baleigh on over 



•gional adver- 



CBS Films appears to be trying to break away, in part, from the formula of 
the action-adventure show backed by the endorsement of a law-enforcement agency. 

Four scrip-, on the current shooting schedules arc on such diverse subjects as art, diplo- 
macy . Broadway entertainment and the American revolution. Their respective titles are The 
Man From Autibes, The Diplomat, Theatre For a Story (on tape) and The Silent Saber. 



Jt looks like there will be only four half-hour time periods a week available 
for syndication this fall between 7:30-11:00 p.m. in three-station markets. 

Here's what's shaping up for local control, all between 10:30-11:00 p.m.: Monday and 
Wednesday on NBC TV stations, Tuesday and Saturday on ABC TV affiliates, and nothing on 
CBS outlets. 

I hit you can expect a repeat of what happened this season: stations putting syndication 
into those same nighttime slots as network shows folded in midscason. 



II Budwe 

Gardner of St. 1. 



two major syndication transactions runic out of .Missouri agencies lull 

■wed NTA's V. S. Marshal for a second year in 90 markets througl. 

Siimay expanded its Inn of ITC's N. V. Confidential to 100 eities via Potts 
■>, Kansas City. 
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FILM-SCOPE continued 



Tin- rule of thumb on whether a network Miie- ^lionld rhaii»i- it* title when 
it goes into syndication in this: if the net mirk mtIcs is still on tin- air, a uaiiir- 
chaiige in the syndicated rc-riins would In- ail\ Gallic to prevent confusion anil com- 
petition. 

Thus Dragnet l>ecanie Badge 714, The Lineup became San Franeiseo Beat, Jackie Gleason 
became The Honey inooners, and The .Millionaire became If \uu Had A Million. 

But shows that went off the network u>uallv kept their name in sv ndieatioii : Burns and 
Allen, Life of Bile), Jim Bowie, Crusader, Frontier, and others. 



COMMERCIALS j 

M til in in-sized commercials producers are trying to yet into programing as well, 
as a means of coping with an eventual tape economy. 

Van 1'raag, for example, is readying a live eomed) on ad libbing and a filmed adventure 
on tramp flying. 

But note this problem: since tape may or may not be ready to handle much programing 
at the moment, the producer must get into lhe or film production now if he want* a 
share in tape in coming years. 

Don't be surprised if American commercials formats get a British look on 
some shows in the fall. 

Comparative testing is underway for some shows to put all their commercials in one in- 
termission in British fashion, and for American formats with separate commercials to be 
tried out in England. 

One indication of L5-LK swapping of know-how on commercials will be lloraee Sckwer- 
in's London talks with ATV this June. 

There are still a number of wrinkles to be ironed out in humor commercials, 
according to recent effectiveness studies. 

In cases such as the Fiefs, Tip-Top and Alka-Seltzer spot commercials, effectiveness was 
high at first but reportedly fell off with the sales message drawing less and less atten- 
tion after a few months. 

The era of mobile tape operations has started. 

The first show coneeived with the tape cruisers in mind. On the Co, starts the end of 
this month with Art Linklctter as a morning strip on CBS. 

Keep your eve also on mobile tape's possibilities for industrial closed circuit use; Ampcx 
last week led the way by promoting itself with demonstrations in Detroit to General Motors, 
Ford and Chrysler. 

For details on 40 tape recorders delivered in March, see Film WHAl'-L'F. page 83. 

Wcstiiighoiisc Broadcasting's tape syndication of information shows is luring 
some sponsor coin that other program types ha\e not been able to reach. 

.Merchant's National Bank of Boston, for example, came into s) udication in sponsoring 
American Forum on WBZ-TV. 

Besides a different type of program, the new format brings the local advertiser into 
prime time and suits a limited tv budget, since the time is pre-empted only once a month. 
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S. C. Johnson apparently isn't letting nostalgic 
wax and cleanser company turned down NBC TV's vers 

Johnson sponsored Fibber for many years in radii 
spot was ranked as impregnable to opposition. 



eutiment run away with it: The 
»n of Fibber McGec & Molly. 
In fact, the show's Tuesday night 



Never let it be said that CBS TV's program 
at least not in the number of vice-presidents. 

With two programing v.p.s added last week, NBC 
TV's five. 



lepartineiit outscorcs NBC TV's — 
now has seven compared to CBS 



Pay no attention to the report that Yellow Pages is switching from spot tv to 
network. 

As explained by Cunningham & Walsh, any such move would be both impractical and 
harmful. Yellow Pages must have flexibility, since the spot schedules are closely related 
to the individual selling periods of the 14 phone companies using the C&W copy. 

Collectively, the spot budget now runs close to $1 million a year. 



The airlines running between New York 
traflic from the networks alone to give them a i 

Rarely a weekday has gone by in recent weeks 
networks weren't found scurrying around the 
agencies. 



ml Detroit must be getting enough 

ood profit. 

dien sales delegations from the three tv 
anto companies and their Detroit 



Fuller & Smith & Boss in making pitches to its clients refers to three kindi 
of radio as available to the buyer today. 

The categories: (1) Housewife radio; (2) selective tuning radio, such as for news, 
weather, and public service; and (3) promotional radio, where the advertiser, bent on sup- 
porting his dealers with a special effort, gets both circulation and advertising. 

Agency people who have to wrestle with a product that has an ephemeral mar- 
ket have it easy in comparison with a yeast brand back in the '30s. 

Each psychological appeal was exhausted every 11 days, and the agency was constantly 
faced with the task of picking up a new set of customers with a separate copy platform 
and media strategy. 

The return of Chase & Sanborn to J\\" 
\ derails a reverse situation: how that agency i 
liehig moved back to Ix'iiucu & Mitchell (now 

Out of the blue one morning came a letter 
JWT, merely giving the date of cancellation, 
president, Arthur Herbert Kent. 

Consequence: Even before the account heads o 
of this exit of $3 million was all over the age 



' can't help but recall to Thompsofi 
. 1914 got the news that Old Gold wjm 
I.eiinen & iWcIlh 

ublressed to no one in particular 

The notice was signed by Lorillard's then 

■ the management knew about it, the newi 



WRAP-UP 

ffWrf f,om pa*,' 7.',) 

other advertisiug-related indus- 
tries, anil 
Li Via- departure of iv personalities 
from the tlaih Iv fare to toll tv. 
llie meeting 'ended on an \pril 
Fool note when nevvsbovs distributed 
a -.pociallv -prepared front-page of a 
Man Francisco paper headlined - \,1 
Prohibition Repealed" 

\gonej appointments: \nlkswag- 
en. with estimated billings at .fl mil- 
lion, to Doyle Dane Bernbaoli. for 
about ;!()' ,' 'of the advertising budget, 
and Fuller & Smith & Koo*. for 



the rest, with the Wot Gorman auto- 
mobile eo.'s truck division . . . Guise 
Sanborn Coffee, billing approxi- 
.ualeb $."> million, from Cmpton to 
JWT . . . Guest \orovias Mexico, to 
Adams & Kevos ( formed In the 
merger of Burke Dowlimr (dams 
with St. Georges ,\ k'cyesl . . . Mead. 
Johnson & Co.. for its institutional 
advertising, to Kastor. ll.C.C & A 
. . . The Chicago. Milwaukee. St. 
Paul and Pacific Railroad Co.. to 
JWT . . . The bock Citv Tobacco 
Co. of Canada. Ltd.. for its Craven 
- V and Sportsman brands, to Mar- 
Manns, John <Sr Adams . . . The 
White Shield Co.. distributor* of 



drugs and vitamins, to Kilter. Sand- 
ford. Price & Clmlek. \ew York 
. . . American Dairy Association of 
Iowa, to Trnppe. LiiGravo and 
He; mild*. Des Moines . . . The Ler- 
ner Sleep Shops, billing about $300- 
000. to the Zakin Co.. New WL 

People on the move: Robert , 
Burton, v.p. in charge of the Chi- 
cago office and G. T. C. Fry. v.p. of | 
the Detroit office, to senior v.p.'s at 
KiK . . . Robert Bode and Donald 
Cibbs. to senior v.p.'s at Kndner 
. . . Paul Frevd becomes director of 
marketing at BBDO . . . James 
Egan. Robert Haves and llarrv 
Ireland. t„ senior v'.p/s at D.C.S^S 
. . . Milliard Graham and Joseph 
Forth, to v.p.'s in the Chicago office 
and Anthonv Gee. to media direc- 
tor in \ew York, of EWTLxli . . . 
Arthur Savvver. to media director 
of Johnson i,' Lewis. San Francisco 
. . . Kd Krein. to \ .p. and account 
supervisor of Western Advertising. 
Cliieago . . . Alvin Kahaker. v.p. 
and director of West ('oast radio and 
tv. to general manager of the Los 
\ngeles office of Complou . . . Leon- 
ard \ndrevvs. lo v.p. and creative 
director and Madeline Brown to| 
media director of Clarke. Dunagan & 
llufThines. Dallas . . . James Sinn- 
mors, to executive v.p, of Harold 
Cabot i, Co.. Uoston. 

Add personnel moves: Frank >1. 
Leonard, appointed ])uhlie relations 
director of Daiicer-Fit/gerald-Sanipli- 
. . . Douglas Gallovv. to executive 
a.-sistaut in the research department 

of SSGxB . . . Mel T« iIkihih. tol 

radio tv director of Jack T. Sharp 
Advertising. Cleveland . . . Shine; 
lvoss. to merchandising and promo- 
tion director of Hobin. Lee & Arnold., 
Bevorlv Hills . . . John Forney, lo 
executive v.p. and Ardeu Moser. tt 
media director of Robert Luckie S 
Co.. Birmingham . . . Howard Fish 
or. named v.p. and account execnthi 
and Sheldon Kaplan to radio tv ' 
dim-tor at Roger & Smith \dveilis 
big. Dallas . . . Dul Dickens, lo tin 
nierchaudising department and Mvr 
ua MeCnnle; and James Mantlet 
to copv writers at Tathain-Laird. Chi 
cauo . . . Barrv lihm, Kdv.ii 
Greeiiblatl and Byron Cibbs. l< 
the creative stalT of SSCM! . . . Bar 
hara Dov» main, to puhlicitv direc 
tor of Powell. Schoenbrod ,\ Hal' 
Chicago. 




d WOC -TV ~ 

FOR BEST COVERAGE IN THE 
NATION'S 47th TV MARKET 

(Davenport, Iowa — Rock Island 



A comparison of coverage of TV sta 
ping; the Davenport — Rock Ma. 



reported in the Niels* 
Spring, 1958. 

Station TV Homes 



... or overlap- 
Island market area as 
erage Service No. 3 — 



WOC-TV 
Station A 
Station B 
Station C 
Station D 



438,480 
398,600 
340,240 
274,990 
229,260 



Monthly 
Coverage 
308,150 
278,900 
275,160 
208,300 
156,340 



Weekly Circulation 

Daytime Nightime 

263,430 288,750 

226,020 258,860 

229,710 260,190 

153,540 191,010 

127,240 146,620 



WOC-TV is No. 1 in the 
nation's Till TV markci— lead- 
ing in IV homes (d38,-l80), 
monthly coverage ami weekly 

as reported in lhe Niclsoo 
(overage Service No. ">, Spring, 
195H- l : or turthcr facts and lat- 
est availabilities, call your PGW 
Colonel . . . NOW! pM 



wocr 
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THE ONtY ONE 
THAT GIVES YOU 
ALL THREE 



Arconni men alignments: 
Mnmlav. to Ted Rate- & Co. . 
.'Moiineev Ferguson, to \\ . 
Walker Vlvertising. 1'itNl.urgli . 
Roger Sliv.kor. Kent Wosti 
and Ail Watson, to Tatham-La 
Chicago. 



The .National Tin-aim* aequisi- 
tiini of NTA the finishing 

touches last v»oek with the ap- 
pointment of i\m> NTA ollieei s to 
the National Theatres hoard. 

Tlie two are NTA chairman Kb A. 
Landau and president Oliver \. 
I nger. 

Note that the station holdings of 
the new eoinhine now comprises 
\\ NT \-T\ . Newark: KMSP TY. M in- 

ilpolis. pins WDVK-TV. Kansas 
Citv. plus related radio achates. 

oek transfer: Official Hints has 
ireha-cd all tile Mock ori-iiuallv 
mi lo Hick Powell. David Niven 
id Charles Hon er in connection with 
mi Star Production*. 



F 

Tape equipment : \mpe\ reported 

leliverv of 13 YTR-1000 .mils ilitr- 
ing March to 19 stations and prodirc- 

ion centers, as follows: \RC. 12 
:olor units: T\ <le Mexico. 7 record- 
ers: Sakala Shokai (Japan I. 4: liank 
Cinlel (London). 2: I'eler Dc Met 

Chicago). 2: \V1)\K-TV. Kansas 
Cits . 2: John Cuedel productions. 2: 

md one each to these: WFL VTV. 

"anipa: Siemens iCcrniam * ; Coit- 

air: KFMR-TY. San Dicao: KC15T- 
TV. Uarlingen: KTRK-TY. Houston: 
Sports Network: VUAY-TY. Cinciu- 
fiali: Mohile Video Tape Sen ices 
> Los Angeles) : KFGZ-TY. Ft. \\ orth. 
kTNT-TV. Tacotna. WPRO-TV. 
Providence, and KTLN. Vda . . . 

Phis brings total tape coverage to 
52 of the top 1(10 markets to dale. 

Sales: MCVs Paramount feature* 

Package lo WKOCTV. Rochester. 

N'. V Zivs Hold Venture to real- 

or Panorama Development on 

I f\ HFC-TV. Rochester. N. \. ... 
A \ feature and cartoon sale- to 
RTV. Great Falls: KGHL-TY. Rill- 
nas: W KW V TV.Thennopolis.WNo.: 
vLRJ-TV. Las Yeaas: KFJZ-TV. Ft. 
Vonh: WTAF-TV. Pittsburgh: 
VkHW-TV. RniTalo: KENS-TV, Sau 
\utonio: KGNS-T\'. Laredo: KI'TV. 



I'ortland: kPll()-T\. Ph .ciiiv: 
\.'| \. Ilarri-onluug: \\ INK- 
T\. IT. \lver-: K VCIvIA . Carl-bad: 
\\ M VZ-T \ . M a co n : CKCM TA . 
North liav; KSIIO-TY Lis \egas: 
\\ CIS-TV." RniTalo and \\ TN\-T\ . 
Columhns. ().... ZiVs Sea Hunt io 
doable exposure in New > ork on 
\\ PIN ns well as \\ \I!C-T\ for Sin 
Oil and Rristol-Mver*. 

Production; CRS Films" II lurh- 
birth will bolster third Near produc- 
tion with guc-l Mars Flhel Water-. J. 
Carroll Naish and several others . . . 
\lso on CPS Films - production clip- 
board is the pilot film of The Man 
From Antile*. starring Robert Mda. 
to be shot in Nice by Sam Call... 

Commercials: Robert Lawrence re- 
ports an all-time high of 112 commer- 
cial- in current production, including 
work in New York. Unlit wood and 
Toronto studio- plus several done on 
locations . . . Hov Koss ha- formed 
hi- own musical commercial- produc- 
tion organization in New York . . . 
K. 15. Kdvvards ha- been appointed 
bu-ines- manager of Mu-ic Maker- 
. . . Pintoll Production- report- 50' ', 
time savings in new live-animation 
combination leel.uiipie used for Tip- 
lop through Orel Vlverlising ami 
Dixie Cup via Hicks .\ Crei-t. ' 

Strietlv personnel: 1TC appoint- 
ments ia-l week included the follow- 
ing: Kevin O'Snllivau a.- regional 
manager. New York division. Ccorge 
Crav a- northeast dislrict manager. 
Albert <;. Hartigan as New York 
Citv account executive. Frank Sliee- 
haii a- western dislricl manager of 
Arrow Production- division, and El- 
liugwood (15 ml) Kav a- execu- 
tive storv editor . . . La.rv I.ovvcn- 
stein become- execnlive director of 
Roger- and Cowan in New York . . . 
K.I Palmer is a-sislanl to president 
Hernial. Ru-h of Flamingo Films . . . 
15. Crenshaw Homier and K.lvvard 
Adler lo the sab- staff of .lav ark 
Films, in the southeast and midwest, 
respectivelv . . . Hurl Scliullz joins 
NTA'- pu 1 lit relation- department 
. . . Arthur Sprit named v. p. of 
NTA program -ales. 

Trade notes; Directum tv commer- 
cials ^ ill be the subject' of the Vpril 
15 RTFS merl in« in New ^ ork . . . 
John Freese of ^1 mine \ Rubicain 
has been named Vneriean judac of 




GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only WFBC-TV, "The 
Giant of Southern Skies/' 
gives you dominant cov- 
erage in these three met- 
ropolitan markets. 
{ Ask the Station or 
) WEED for latest market 
| data, surveys and avail- 
| abilities. 

Represented Nationally by 
WEED TELEVISION CORP. 




RADIO AFFILIATE THE PIEDMONT GROUP" 
WFBC ■ GREENVILLE WORD - SPARTANBURG 
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ll.c ( a festival of advertising 

film.. 

\mong the nine i\ com- 
mercial- decorated In lhe Vrl Hirer- 
i.irjs Clnh of New York last week, 
were these: lord via J. Waller 
Thompson. Chenistiand in Ion through 
Dovlc Dan,- Membach and Tek 
Hughes of Johnson & Johnson via 
Young \ Itubicam. all produced b; 
Trmrsiihn. 



NETWORKS 



Till- Geor»e Kn»Irr I'eabudv 
Wards lor distinguished achieve- 
incuts by tv ami radio during 
I9.~>H were presented ibis week 
at the UTES luncheon in JNcw 
York. 

The IVaho.lv winners: 
Tv Vws; M!C News 7*Ap Huntley. 

Brinhtey Report 
Tv Dramatics Cnieriaimnent : /'/«»- 



I Mimical Kulerlaimnenl: Lincoln 

fronts Leonard Bernstein and 

the \en York Philharmonic. CHS 
I \ Lnierlainiiienl with Humor: The 

Sieve I lien Show. \HC 
Iv Kdn.alion: Continental Class- 

room. WW. 
T» Programs for Yo„th: (.„//cge 

W.s- Conference. \HC 
Tv Programs for Children: 77/c />'/»<■ 

fai'n. \YCA-TA . Chicago 
Tv Contributions to International 

I u.lcrslaiiding: l/./A Internation- 
al. \1!C 
Tv I'n'lir Service: CHS 
Tv Writing: 7«,hm C«m/i£«h «;«/ 

'7,,///e J/r »n t,l ><>„„,;■ IhtUmarh 

Hall of Lame. VliC. 
Tv Special \wai.ls: /// livening n h 

Fred Istaire. \HCaml <),.<vi II ells 

ami '■Fountain of Youth." Colgate 

Theater. \I!C 
Radio New.-: // Mill . New York 
Hadio Public Service; The Hidden 

Reiolulion. CMS 
Uadio Kdneation: Standard School 

Broadcast. St; nilard Oil Co. of 

California 
Hadio Contrihiilion to International 

I uder-tamlin«: Fasy as ABC. 

\r.( i \km:o 

Network tv business: Lever Blin-. 

I.|\Y'I i. for The Jack Benny Shan. 
which MWlrhe.- to Mmdav. ID p.m.. 
this fall, alternating with George 



Col. el (also for Lever I .111 CHS TV. 
Cohel moves to CMS after live vears 
with \MC T\ . . . Dm- Bcseaieli 
C.ir|». lk.ll.CCi> \i. for segments 
of ABC TVs American Bandstand 
. . . .Mars (kirn* Ueevesl. for Broken 
I mm: on ABC T\ ne.vt season. 

Network tv programing: notes: 

The Last Frontier, hour-long serie- 
on \laska. purchased In CBS T\ . 
\nolher Martin Mannlis series - 
Id venture In Paradise, went to AMC 
TV. with Liggett & 31} its in for 
part sponsorship . . . The George 
Hamilton IT Show debuts on ABC 
T\ this Mondav ll.i l noon, in place 
of the previou-lv planned Buddy 
Dearie Show. I Tor more program- 
ing notes see Comparagrapli. page 
lo. tin* issue. 1 

Campaign: AMC Hadio is set for 

advertisers, d'uhbed 'Tlay It Cool." 
designed to provide summer products 
with direct 011-lhe-air promotion and 
editorials together with merchandis- 
ing aids for advertisers' marketing 
forces. The campaign will run for 
13 weeks. 

Treasurer's report: AH-l'Ts an 

nnal |0,">» report shows an all-time 
high in gross income -S214.!i21 mil- 
lion, against $21o.<!77 million ir 
MJ37. and improved earnings after 
laves of §6.116 million, compared 
with M.IW1 million in 19.V7. 

New network alliliates: WI1YV 
TY. Springfield-llolvoke. Mass.. to 
AI5C TV . . . KM HC. Morgan Citv. 
La.. V FdA. Kb. Minn.. \\ CMC. An- 
derson, lml. and KSIC. Crowlev. La.. 
1,, Mutual . . . \Y1/)\Y. Norf.dk- 
I'orlsmoulh. Ya.. \YK \L. Home-l lira 
and \YLST. Kscanaha. Mich., to 
ABC Budio. 

Strictly personnel: Philip Lut- 
tinger. to research projects super- 
visor for CMS IY . . . Kngene Aln- 
wick and I'liilip irAntoni. to the 
national sales stall at Mutual . . . 
John WilkolT. to -ale- presentation 
eopv writer in the sale- promotion 
and advertising department of CMS 
T\ . . . Ira DeLniiieii. named .-ales 

the operations derailment. CHS T\ . 
Bill Cittingcr. former CMS sales 
manager, i- in a Summit. \. .).. hos- 
I Please turn to page 



What if you're ou 
to reach the 
cotton pickin' set? 



Is your market regional? Coverage 
eosier when your show is on filn 
Every stotion in the lond is equipped 
to handle it . . . and you know youi 
message comes through the way you 
wont it to ! 

Actually, film does three things ■ 
you ... 3 big important things: 

1 . Gives you the high-polish con 
mercials you've come to expect 
. . . fluff-free . . . sure 

2. Gives you coverage 
pre-test opportunities 

3. Retains residual 




Motion Picture Film DepartmeB| 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 

East Coast Division 
342 Modisan Ave. 
New York 1 7, N. Y. 

Midwest Division 
1 30 Eost Rondolph Drive 
Chicogo, III. 
West Coost Division 
6706 Sonto Monico Blvd. 
Hollywood 38, Colif. 



W. J. German, Inc. I 

Agents for the sale ond distribution c 
Eostmon Professional Motion Picture Fil 
Fort Lee, N. J.; Chicogo, III.; 'I 
Hollywood, Colif. [Ally 




Always shoot it on EASTMAN FILM . . . You'll be glad you did ! 



BUT FOR EVERY TIMEBUYER 
THERE ARE TEN OTHER DECISION 
MAKERS BEHIND THE SCENES 
WHO READ SPONSOR AS WELL 



Rarely indeed doe? one man alone determine when and 
where to plaee radio or TV business. That s why 
it makes sense to reach every decision maker possible 
with your message because every voice that helps 
to finalize a sale should know your story. 

It's the chief reason your advertising will do so 

well in SPONSOR. SPONSOR reaches almost cverybod> 

who is anybody in air. All the tiniebuyers, of course, 

but more decision makers, too. at every level (in 

both the agency/advertiser category) than any 

other broadcast publication. 

Proof? 

Fair enough! 

SPONSOR is the only broadcast publication that 
offers a complete circulation breakdown BY JOB 
CLASSIFICATIONS— listing the exact number of 
subscribers (with their names and titles) at every 
management level. We'll be happy to show it to yon 
at your convenience and prove beyond doubt that 
SPONSOR reaches more teams that buy time than any othei 
book in the field. 



the Tl A IV that buys the ' 







WRAP-UP 

(Cont'd from p<ii>n < 0 >1) 

pital under treatment for a hen 



RADIO STATIONS 



'Radio Mill without question de- 



ciiees in iis history — ;m<l could 
well heat tv in number of people 
reached and total time spent with 
the medium." 

This prediction made h) V Inert 
Sindlinger. prcsi.lcnt of the research 
linn hearing liis name, highlights 
RAIFs summer - Hint: drive now 
underway 

Oilier plan* I.y H Mi include: 

• \ I I -page, in-depth suinnicr me- 
dia presentation to 1.100 adverl isers 
and agencies, spelling out which me- 
dia loses audiences in summer and 
pioves that radio doesn't; 

• \ multi-city series of prescnta- 

• \ special factl.ook on the si/e of 
automobile radio and its audience. 

Plough now has Jive stations: lis 

latest' acquisition Slorer's WACA. 
\tlanta. The agreement to sell the 
.station, according to Storer. is lo 
jin H( approval for the purchase 
of MM)P. l.„s Vngch 



• ihe 

of 



Other station purchases: KFX. 

San Francisco, to KFW'IS. Fos \n- 
geles. president. Robert I'mcell. di- 
rector of operations of CrowcII-Collier 
Publishing Co.. for $750,000 . . . 
KKOW. >au Francisco, to 'I exas 
broadcasters Cordon \h Lcn.hm and 
11. H. McLendon. for >!!OO.OO0. The 
McFoiidons own five other radio 
stations. 

Ideas at work: 

. \ ZHitv \pril Fool's Dav promo- 
lion: WINS. New 'i oik. phned a dif- 
ferent record hackwards each hour, 
with five sih,. r dollars awarded to 
listeners identifying the number, via 
telegrams, lielveeu In a.m. and ."i 
p.m.. station leeched I.f.OO cal.les. 

. How- thev promoted Faster: 

WOAM. Miami, hid a hi v. airing 

clues to its location . . . WCKY. fin- 
einnali, held a "flying Faster egg 
Intnl." vCith a plane dropping colored 



halls 



■ Ihe 



ahle for trading stamps . . . WSAI. 
Cincinnati, conducted a "Faster 
bonnet contest" for original hat crea- 
tions submitted hv listener*. 

Stock (inn huvs Cm: liinnhani 
Co., members of'the New ^ ork Stock 
Fxcliangc to promote its Mutual 
Funds, ordered a 13-week, 30-spols- 
per-week schedule via WNCN. New 
^ ork . . . Vnothcr business no le: The 
I'hilco International Division, for a 
series of four Latin American pro- 
grams to be beamed over the Inter 
\mcricai. network via WRUL. New 
^ ork. 

Station staffers: Richard Ccs.. 
ner. appointed Million manager of 
\\K \F. Kome-l tiea . . . Robert 
.Mullen, to general manager of the 
Cineiimali ollice of W'LW Promo- 
tion*. Inc. ... II. S. Rasavne. pro- 
moled to program director of \\ CCO, 
.Minucaj.olis-M. Paid . . . Hob Rvaii. 
to head Ihe new h .created exploita- 
tion department of kO\10-\\l-TV, 
Seaitle . . . Ilarrv White, to mer- 
chandising manager of KFRF, Fresno 
. . . Hubert Van Roo. to ]iromotion 
manager of \\TCN-\M-T\. Minne- 
ajM.lis-St. Paul . . . Thomas <>*Cou- 



V.l.l station staffers : Jack Rins- 
sel. named general sales manager for 
WJIk Detroit . . . Frosty Mitchell, 
lo program director of kl()\. Des 
Moines . . . Carv Seger. program di- 
reelov. KH1/. Phoenix . . . James 
Yergiu. to director of advertising 
and promotion for WOli. New York 
. . . Jay Clark, to program director. 
W'WZ. New Haven ... II. Rohert 
Reinhard. to sales manager. WClill. 
Frceport. F. 1. . . . Klliot Sanger. 
Jr.. lo promotion manager of WQXU. 
New ^ork . . . Donald Wilks. to 
radio account executive in the New 
Wk ollice of Cood Music liroml- 



REPRESENTATIVES 



McCaMcii-Ouiiin midciv.iit a 
general revamping with the res- 
ignation of Donald J. Oninii. ex- 

ecnlive v.p, in the rep eoinpanv's New* 
^ork office. 

The change will send McGav rcn. 
president, lo' New York, and the firm 
will be called Daren F. .AlcC.aMc.i 
Co. 



Cv Ostrup. from the Fos Angeles 
office, will take over as manager in 
San Francisco and Charles King will 
fill the nev.l> created post of West 
Coast business manager. 

The Katz Agencv has developed a 
Radio Programing Cheek List, lo 

provide stations with a wav of oh- 
laining a profile of their programing 
activities. 

'Ihe 13-page questionnaire cover? 
all areas of station programing, in- 
eluding music, news, promotion, pro- 
duction, public services, and such. 

Mow Ihe broadcast media and 
the insurance business are right 
for each other was discussed last 
week, by Robert II. Tcter. v.p. 
and director of radio for PCW. \ 

Teter spoke before the Fife Adver- 
tisers Fastern Hound Table in New 
York, emphasizing this point: 

"Apathv toward the initial contact 
of Ihe individual insurance salesman 
can be considerably relieved, as many 
insurance, banks and fin;ince compa- 
nies have determined, through pre- 
education via intelligent use of radio 
and tv." 

Spot broadcasting needs all thf 
support it can get: That's the 
theme behind the new ad campaign 
developed In ll-R Reps and II-R Tv 

The promotion will cover the val- 
ues and advantages of spot, plus the 
11-1! "Working Partnership" concept 
of station representation. 

Rep appointments: Wl)l \. Mem- 
phis, to the Rolling Co New St. 

Fouis station KFL1.-TV. expecting 
to begin broadcasting this month lo 
PCW . . . WCI1N. Grand Haven. 
Mid... to the John K. Pearson Co. 

Personnel notes: Jerry Cronin. 

to the San Francisco radio sales stall 
of the KaU Agencv . . . William 
Kclley. to \m Hadio Sales as an ae- 
counl execiilive . . . Edward Sherin- 
inn. to the sales staff of 11-1? Tv, Inc. 



TV STATIONS 



\RI5 will continue its Mbit roil 
methodology in New ^ ork even 
though it's folded the instantane- 
ous sct-np ill Chicago and decid- 
ed not to go through with its 
plans for F.A. 

Cause for the Chicago pull-out: 
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Mark 

this 

market 

9ii your list! 

ENTRAL and SOUTH ALABAMA J 
...one of 
Alabama's "Big Three" 



ALABAMA 



BIRMINGHAM 




WSFA-TY 



MONTGOMERY 

Channel 12 NBC/ABC 



WSFA -TV's 
35 Alabama counties* 



Papulation 
Retail Sales 
Foad Stare Sales 
Orug Stare Sales 
Automotive Sales 
Gasoline Service Stotion Sales. 68,402,000 
Effective Buying Income. . SI, 146, 641, 000 



1,109,600 
S 770,551,000 
200,215,000 
22,215,000 
. 173,331,000 



WSFA-TV dominates with 63.1 average share of audience 
in the second largest Alabama market . . . an area no other 
medium or media combination can deliver! 
These ratings were proved in a recent television survey 
conducted for 16 TV stations in 25 Central and South 
Alabama counties! One big reason for this outstanding 
coverage? WSFA-TY has the TOP 60 SHOW'S in an area 
of over one million population, with one-third of a million 
automotive registrations! 

Mark Central and South Alabama on vour list . 
buy it with WSFA-TV! 



. and 



* Market area defined by Television Magazine, plus 6 counties consistently proving 
regular reception. Docs not include 3 Georgia and 3 Florida bonus counties. 

Data from Sales Management Sunry of Buying Pott er, May, 19.~>S 



fa y THE WKY TELEVISION SYSTEM, INC. 



WKY-TV AND WKY OKLAHOMA CITY • WW TAMPA - ST. PETERSBURG 

Represented by the Katz Agency 



TELEVISION 

IN 

KANSAS 

is 

KTVH 



SERVING PLUS 
14 OTHER IMPORTANT 
KANSAS COMMUNITIES 



HUTCHINSON 

^ STUOIOS IN HUTCHINSON AND WICHITA ^ 



kg* 












HBBo 

Rochester 4, N.Y. 


NATIONAL REPRESENTATIVE ' 

7^e ga&S*? <^>., *)hc. 



I luce of llu- foin local H stations 
withdr. w their support on the ground 
thai nighttime \rl.ilron showed an 
uu*atisfaclon scls-in-usc. Onh sta- 
liotl inclined to ho along «n« MiC 
TVs WRKB. 

ARHV investment lo*«. accord- 
in}: to estimates, could run over 
SI ()().()()(). On the basis of that's 
happened in Chicago and L. \. to 

\KB. the indusln expectation is that 
Nielsen will keep it* own in.-tanlane- 

on the shelf for the time being if not 
former. 

Dining il> ven brief opciation 
\rl)ilron revealed this interesting 
sidelight on Chicago audience*: pres- 



dri 



for 



For Whom the Hell Tolls don't fare 
am thing as well a* the* do in New 
York and other kei markets. 

Tlie Corinthian Broadcasting 
Corp. took a major step towards ex- 
panding its news sen ices last week, 
via the addition of a Washington 
News Bureau: New.- Associates. 

The group, headed In Herh Cor- 
don, will create a special news serv- 
ice tailored to meet the local and 
regional requirements of the (Win- 
der the direction of each slatioifs 
news director. 

Ideas at work: 

. How (hex celebrated their Kith 
aniiiversan : WTYJ. Miami, ran a 
contesl to' find all children in the 
area horn on the same day the .Ma- 



tin i 



. hold 



i tin .( 



birthchn parti for the winners. In 
addition, the Miami station has pub- 
lished a magazine dubbed "Ten War 
Report." highlighting each >ear of 
ihe station's growth. 

. KSTP.TV. Minneapolis. St. 
Paul, ran a gnoss-the-number-of-jolk 
heans contest for three weeks, via its 
Treasure ( host show, and netted a 
iotal of Ki.l.'IT entries an average 
of 2.iV,V.) per dav. The prize: \ S.iOO 
Caster wardrobe. 

Itiisiness notes: In one of the larg- 
est single purchases of t\ time in 
West Coast annals. Itain hart-Mor- 
r«.« (for its food products i signed 
for §1 million worth of commercial 
time on KI1J-TY, Los Angeles . . . 
Orange Crush Soft Di ink and I Ionic 
Steam Laimdn. for segments of The 
Top Ten Ihnrce I'uity >\ ndicntcd tv 



dance series on NYDEF-TY. Chat- 
ianooga. Tenn. 

Thisa -n' data: \Y\1X. Milwaukee, 
the CBS nhf'ei which went dark last 
month, sold to WXIN. Inc., with Cene 
I'osiicr. prcsidcnl. lie's also president 
of Cieam Cit\ Broadcasting Co.. li- 
censce of \V.MIL. .Milwaukee . . . 
\YJAK-TY. I'rou.lencc. is sending a 
production crew to Lurope to pro- 
dnce sound films for its The World 
Arouml is series . . . WTYT, Tarn- 
pa. is sending Ccnuain'.s Chancellor 
newspaper rulers to ad and agency 
cvecs.. .New headquarters: WKYT, 
Lexington. Ky„ will he mot ing its 
office* in a couple months. A new 
transmitter will give the station a 
power increase of 121 o tn nes it- for- 
mer strength. 

Vdd kudos: Lawrence Rogers, 
president and general manager of 
W'SAZ. Inc.. presented with a spe- 
cial award at the \d\crtising Awards 
meeting of the Huntington Ad Cluh 
for its telecasts of the NCAA Basket- 
ball Tournaments . . . L . S. Army 
awards for The, His: Picture, to 
WCBS-TY. New York and KBKT- 
TY. Sacramento . . . National Head- 
liner Cluh awards to K.MOX-TV, St. 
Louis and WTAK. Pittsburgh . . . 
Inez Simons, of KTTY, Los An- 
geles, cited with the first place award 
for writing a tv newscast script, h) 
the California Association of Press 
Women. 

On the personnel front: James 
Szalio. appointed general sales man- 
ager: Robert Adams, assistant sales 
manager: Bill Sehartnn. national 
.-ales manager and JMnrrv Sallicrg, 
to director' of adxertising and sales 
promotion for W M'.C-TY. New York 
. . . Charles Minds. Jr.. to director 
of programing for W'BBM-TY. Chi- 
cago . . . Donald (Jiiinn, named 
general sales manager for WXTA-TY, 
New York . . . Richard Dawson, to 
assistant sales manager of KTRK-TV, 
Houston . . . (ielie Stewart, to art 
directo, for KOCO-TY. Oklahoma > 
Citv . . . Richard Roll, to director 
of news and special ewuts at KKXS 
TV. San Vntonio . . . Bill Kev. to 
director of engineering. KOCO-TV. 
Oklahoma Citv . . . -Mervin Durea. 
to promotion' manager of WL\\ r -C. 

Colmuhus. 0 John Conomikcs. 

appointed sales representative at 
KDK \-TV. Pittslnivgh. ^ 
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Super 1 
Equip] 



means more viewer attention 




Good programming attracts viewers — good 
"delivery" holds them! And WRAL-TV pro- 
vides its skilled staff with the finest facilities 

The station is furnished throughout with 
new General Electric equipment. 

There are two mammoth studios, one 60 x 60 
feet and another 60 x 40 feet, each with a 20- 

Thc studios are equipped with seven cameras, 
a rear-screen projector, and three 70-circuit 
lighting boards. 



A $100,000 remote unit is equipped with 
four cameras. 

North Carolina's first Ampcx Videotape re- 
corder provides money-saving advantages with 
"live" quality for commercials and programs. 

Topnotch equipment, staff and studios help 
account for the unequalled rating record of 
WRAL-TV — tops in the Raleigh-Durham 
area. Here's the brightest screen for sales mes- 
sages in central and eastern North Carolina. 

Arc you on? 




THE REGIONAL STATION WITH THE REGIONAL PERSONALITY 



WRAL-TV 



FULL POWER CHANNEL 5 NBC AND LOCAL COLOR 

Fred Fletcher, Vice Pres. & Gen. Mgr. 



CAROLINA'S Colorful CAPITAL STATION 



REPRESENTED BY H-R, INC. 
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GEO. HANDLEN 



Popular air salesman 




Another Reason 

KXOA 

,N0. 1* 

DYNAMIC 

SACRAMENTO 

Pulse Oct. '58 1 Latest Metro) 
Rep: McGavren-Quinn 
VP-Mgr: Howard Haman 



NECCO 

iCanM from jmge 

VceoV total distribution I. The clime 

lliree for*" a quart it- the nickel bars. 
mx for n quarter. 

The specially lint: of Candx Cup- 
board chocolates, upper-rauge priced 
at SI. Ill per pound and more, gets 
M-ax.nal pit pu.-lies on tv before im- 
portant eand\. giving holiday— 
Chri>lmas, Valentino's l)a\ and Mast- 
er. Connnoreials fur these boxed 
items are incorporated into the com- 
pain s major-ininoT pattern of two 

Firsl coni])onent in the success of 
the tv cani])aign. in the opinion of 
\d Alanager Drown, is the excellence 
and uniqueness of the Necco candy 
line. In an industn where many 
candies particularly har varieties 
hear unusual resemblance to each 
other, \cceo\ line has distinction. 
It also has 112 sears of proven per- 
formance! 

These are strong .-ales point;, in 
huilding consumer and broker-retail- 
or acceptance. Canada Mints, devel- 
oped in l'UT. was the first candy 
product to he machine-produced in 
this country. \nd \eceo for 71 
years has been part of the childhood 
of almost am one von talk with. The 
22-n car-old Sky liar features four 
moided chocolate section* with a dif- 
ferent filling in each. Its tv success 
forced the company lo buy more 
special manufacturing equipment in 
I')," and it needed Mill another year 
foi production lo calrli up with de- 
mand. The Kolo har. a chocolate 
cup with creaim cofTce filling, was 
the ( ompany's first imported item. 
\eeeo aeqnhod llie franchise from a 
British firm in I'-^o and started pro- 
dnetiou the following year. 

Kolo"., t\ dehul. sa\s the ad mana- 
ger following good' down-tho-line 
distribution "gave us a sales vol- 
mne which approached figures of 
some of our products which had heen 
estahlislied for .1(1 y ears." 

More specific evaluations of the t\ 
advertising program are being 
planned In the agency and its lop 
\ecco account people at LaKoche ■ 
I'hil Clehuid. v.p. and account super 
visor, and Don Shaw, account execu- 
tive. Thev know they've had sales 
success with spot lele\ision hut thin 
want lo determine some of the spe- 



which hesl reaches the \iewer, the 
contrasts between lime periods, cor- 
relation between ad effort and sales. 

"\ecco continues lo gear for expan- 
sion as it prepares blueprints for the 
future. \ fiir rent move absorbing 

from Isvo sales forces lo one. One 
sales team will now service both the 
\eeeo and Candy Cupboard lines, a 
recent switch in 'field selling. 

Mr. Collin, as general merchandise 
manager, works with the management 
team— .Air. Drown. Cordon Hentz, di- 
rector of marketing, Charles Mc- 
Qneenev. market research director, 
and W." Arthur Warren, general sal& 
manager— to broaden and deepen the 
inroads which have been made. 

Alost of the direct servicing and 
sales by \ecco field men at this point 
is done with grocery store and super- 
market retailers. This amounts to 
about 30'; of all Neceo sales. The 
other 70', of merchandise is sold to 
some 6.500 brokers who. in turn, 
sell and ship the candy product? to 
■■mom and pop" stores, variety and 
department stores, drug outlets. 

\\ ilh the increasing competition for 
display space and inventory in these 
many stores, candy producers ha\p 
been forced to lake aggressive acliou. 
The most progressive companies- 
such as ihose mentioned (Xecco. 
Sweets. Chunkv. Al .\ All- are in til 
vanguard of a i hanging industry 
which is evolving from backward ap- 
proaches to forward looks. 

\s one candy iuduslrv executive 
said. 'The davs are going— and hap- 
pily! when' small. individually, 
owned or family - owned companies 
are thinking in a'narrow -minded way. 
taking the profits and spending them 
rather than plowing them back inlo 
the company toward expansion. ' 

Xceeo's t\ ad expansion is based 
very simply on sales gains. Account 
Supervisor Cleland sa\s "We know 
tv lias moved merchandise. It's helped 
us establish a brand name, it's given 
us an albfamilv audience at a low 
cost per- 1.000 and it's flexible which 
we. as a sectional advertiser, require." 

One of his points : "In evaluating 
the worth of advertising we need In 
check performance over and beyond 
the sellinu of goods. We can't dis- 
associate advertising from the over- 
all profit picture." ' 

\d Manager Drown expects lo keep 
on Hive-iiie' more money in t\ on the 
basis of ,»„■ performance. + 




THEY'RE ALL YOURS 
50,000 TV HOMES 



FOR JUST 3J^ THOUSAND 
ANY TIME— ANY DAY 

With nearly 80% TV saturation in this 
single station marlet, you're assured of 
1000 homes reached for every dollar 
spent. Put your next campaign on 

KMSO-TV 

ABC • CBS • NBC 
MISSOULA, MONTANA 

p.cture FROM FORJOE 



sroxsoit • 11 aprii. 1959 




BROADCAST SERVICES OF THE DALLAS MORNING NEWS ■ EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIVES 

'OXSOR • 11 APRIL 1959 




WICHITA, KANSAS 

Every single feature in the 
Warner- Bros, library is profit- 
able, according to KAKE-TV's 
General Manager, Martin 
Umansky. 

'The value of any library 
depends not on the top 
features alone, but on 
the entire list. Out of 
the Warner Bros, library, 
we've created a special 
afternoon theatre show- 
ing only the so-called 
'lesser' features. This 
program alone has prac- 
tically paid for the entire 
library of 750 features." 
The Warner Bros, library has 
made outstanding profits for 
stations, large and small, in 
every part of the country. Join 
the profit parade. Get in touch 
with us today. 

ni i 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 
10S ANGELES, 91 10 Sunset Blvd.,CRestview 6-5885 



Tv am! radio 

ERS 



Alan D. Courtney ha* been elected v.p., 
nighttime programs, for NBC TV. He has 
been director of nighttime program!, since 
September. 1037. Courtney joined NBC in 
«r L. \. in 1947. and transferred to the station 

relation, department in X. V. in 1952. Be 
JKfM wa» named sales and programing adminis. 
f^M trotor for tlie web's Today, Home and To- 

■ .^^B^HH night ^hows in 1955 and e\ecnti\e produc- 
er of the 5/civ Allen Shou in 1936. \\>o appointed: Carl Unci* 
maim. Jr.. to M >.. daytime program? for NBC TV. With the netwod 
since 194!!. Lindeniaiin was formerly director of daytime programs. 

Rolland V. Tooke, Cleveland area v.p. of 
the \\ estiughonse Broadcasting Co. in 
charge of KW-AM-TV since 1950. has 
been appointed exectithe v.p. of W BC. 
Tooke entered the tv industry in 1941 when 
Philadelphia's Wl'TZ was operated by the 
Phileo Corp. He was named assistant gen- 
eral manager of that station in 1915. and 
general manager in 195.'! the time the 
station was purchased b\ W cstinghouse. Tooke is a 
Tv Pioneers of \meriea. lie wa< graduated from the Wharton 
School. I. of Pa., and served with the Na\\ during World War 11. 

Hugh B. Terry, president and general 
manager of KLZ-TV. Denver (a subsidiary 
of Time. Inc.). accepted for his station last 
week, the Alfred I. duPonl t\ award. The 
significance: KHZ is the only station to 
win this award for the second time— the 
first being in 191!! for radio. A long-time 
industry leader. Hugh Terry, lias been the 
recipient of many awards for his station, 
g the IVabody and Sigma Delta Chi award? pre- 
\nothei dol'ont w 
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Lionel F. Baxter has be 



n named dire 
of coast-to-coast radio operations of Store 
Broadcasting Co. effective 1 June. Baxte 



, ion 



■rb 



\\ IBC. Philadelphia and will continue 
this position until a successor is appoint 
Baxter has established an outstanding 
record as a sales-gettei and manager and 
has brought W IBC into a leading position 
of importance in the Philadelphia market. 1 
will repoit to William P.. Bine. Morer \ 




as basic as the alphabet 




EGYPTIAN 

ideograms, and phonogra 
modern alphabet devc 
through the ages. For e> 



PHOENICIAN 

Devising a rude alphabet fror 
(he complex jungle of Egyplia 



9 

L 
LA 

L 



Hhlarkal data by 
Dr. Donald J. Uoyd, 
Wayne Stale Umvers/i 



-/ove that 
WWJ coverage! 

Seventy per cent of 
Michigan's papulation 
commanding 75 per cent 
of the state's buying 
power lives within WWJ's 
daytime primary cover- 
oge area. 



Long-time leadership makes WWJ your 
Basic Radio Buy in the Detroit-Southeastern Michi- 
gan Market. To its 81 per cent adult audience, WWJ 
represents modern radio entertainment ond service at its 
very best. 

Liven your Detroit Campaign with salesmaking 
personalities like Hugh Roberts, Faye Elizabeth, Dick French, 
Bab Maxwell, and Jim DeLand — with product displays at 
WWJ's exclusive "radia-vision" studios at Northland and 
Eastland Shopping Centers. Buy WWJ — it's the basic 
thing ta do! 



WWJ RADIO 

Detroit's Basic Radio Station 



Owned ond operated by The Detroit News 

NBC Affiliate 




Attacks on radio news 

\s radio assumes more and more leadership in the pres- 
entation of new.- on a local and community level, it is inevi- 
table that its position will be -trciniously attacked. 

Such attacks readied a new high in bitterness last week 
in Cleveland when the Cleveland Sens look front-page edi- 
torial space to denounce its radio competition. 

The Cleveland paper ridienled both the amount and qual- 
ity of radio station news coverage and and suggested that 
newscasts are inadequate liecanse the} come from private 
sponsors "with natural reservations about controversial 
matters." 

Such an allegation is. of course, completely unfair and 
not based on facts. Radio station men know full well (hat 
sponsor interference with news material is so rare as to be 
almost non-existent, lint the charge is a good example of the 
lengths to which some newspapers apparently will go in their 
efforts to smear the air media. 

We suggest that radio, far from being disheartened by Mich 
attacks, should strengthen its determination to provide th • 
nation with its most thorough, comprehensive, convenient 

Olniously, the newspapers are feeling the elTeet of radio 
competition, or they would not he squawking so loudly. 
Spot's paperwork jungle 

lu this issue (page 10) st'o\sot; conclude* a two-part 
article on the "paperwork jungle" which agencies face in 
Inning spot radio and spot t\ campaigns. 

It is n tribute to spot's vitality and value as an advertising 
medium that it has managed to build up its present volume in 
spite of the exasperating, time-consuming, back-breaking de- 
?ils which are involved in spot purchasing. 

lint it is undoubtedly true that spot would enjoy e\en 
1 ter prosperity if it could he made easier to buy. We call 
« cry station operator and representative to redouble 
In i uts to simplify and streamline his spot operation. 

THIS WE FIGHT FOR: Uealislic rate .struc- 
tures for both branches of air media, uith rea- 
sonable rates based on ad vertisiny, rabies, and 
rate policies which are fair, just and etjuitable. 




lO-SECOND SPOTS 

Unpop tunes: An adman suggests a 
record album called, Music To Re- 
sign Accounts By. Some pontile 
titles 

Pre Had it 

That's All I Irani From You 

The High „„,/ The Mighty 

bong Before I Knew You 

The Great Pretender 

I Don I Hurl Anymore 

There'll Be ,\o Teardrops Tonight 

Hearts of Stone 

More unpops: To give equal time to 

ad clients, here'* another album 

called, Music To Drop Agencies By, 

which might include these titles — 

Gotta Travel On 

The Happy Wanderer 

There'll lie Some Changes Made 

The Party's Over 

Let Me Go, Lover 

Wrong. Wrong. Wrong 

Don't Blame Me 

Because oj Yon 

Cry Me a River 

It Only Hurts for a Little While 

Why not? Letter requesting per- 
mission to remove an object from 
premises received bv the super of a 
Madison Avenue building from a tv 

• Dear Sir: 

Please pass one casket for a small, 
thin midget." 

Code of the West: Mark Foster, 
program director of WGST. Atlanta, 
tells of the 10-y ear-old tv Western 
fan who turned in to his teacher a 
drawing of a cowboy walking into a 
-aloon. The teacher objected to the 
subject matter, fell it not good taste 
in one so \ouna to ba\e included the 
saloon, -lint he's „ ot going in for a 
drink." said the bo\ : "he's just going 
in to shoot somebody." 

Quote: "1 should be a Piel lirolhers 
fan Inn name being Penle-spelled 
the right wa\ I but 1 don't approve of 
beer 'atk" ' Dr. Norman \ incent 
Peale in 77 Guide. 

Switcheroo: Thud. KDK A. Pitts- 
burgh, "maga/ine of brick throw" 
carries a parody ad of a deep-sea 
diver witb the caption. ''A Sinking 
Man's Smoke." Kemimlinu us of the 
restaurant sign: "A Thinking Man's 
Goalie Fish." 
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NIEL 



NAMES 



KET 



NUMBER ON 

IN NIGHTTIME OMAHA 

he Latest N.S.I. Feb., '59, Omaha Metro Area, Sun. Thru Sat., 6:00 P.M. to 9:00 P.M. 

KETV. . . 42 

Station B 26 

Station C 31 

fhe Latest N.S.I. Feb., '59, Omaha Metro Area, Sun. Thru Sat., 9:00 P.M. to Midnight 

KETV 40 



Station B 23 

Station C 36 



BUY OMAHA'S PRIME-TIME LEADER! 

KE 



Call Now 



WINS . 

NEW YORK M \ 



WINS leads in advertiser acc eptance— billing 50^ above 1957. 

WINS 

leads in andienci acceptance. Deliver more adult listeners < 
pi i dollai than any other station. 

mm leads in balanced programming -news — music — sports — 
special events community sen ice. 

• RADIO CIRCLE • NEW YORK • JUDSON 2-70^ 

"NEW YORK'S MOST IMPORTANT STATION" 



Him u, l'l.Mclent • II. 1. , l^a leaiuhcael, V.P. and Genual Manager • Jack Uelh. Saks Manager 

Re pi esc tile d In The K at/ Agency. I nr. 



